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Hardware dealers looking for means to improve busi- 


ness in 1947 will find in Upson headed and threaded 





products quality and reliability that promote increased 
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Millions of readers 
of the February 6th 
issue of the Satur- 
day Evening Post will 
see this outstanding 
YALE advertisement. 








HE national advertising campaign which we have 

been conducting during the past several years 

—and which will continue forcefully and con- 
sistently during 1937—is building good will, not only 
for YALE Locks and other YALE Products, but also for 
the merchants who sell them. For maximum sales and 
profits on locks, door closers and allied equipment, 
standardize your business under the one universally 
known trade mark—YALE. It pays! 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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This dealer has 
set aside a spe- 
cial place on his 
display fioor for 
De Laval ma- 
chines. He gives 
the De Laval Line 
special attention 
and as a result is 
doing an excep- 
tional business. 





There Never Was a 
Better Time for Selling 
DE LAVAL SEPARATORS 
and MILKERS 


6 Beene never was a time in the 58 years of De Laval’s 
leadership when the possibilities for the sale of cream 
separators and milkers were greater, or when De Laval 
Dealers were better equipped to get the business. 


The number of cream-wasting separators in use today 
which should be replaced with new De Lavals is enormous. 
The number of dairy farmers who want and need new 
De Laval Milkers is almost unlimited. De Laval machines 
themselves were never better, and provide the best and 
broadest line of cream separators and milkers in the world. 

We are proud of our present dealer organization and 
of the high standard of service which they render to the 
dairy farmers of this country. 

We are always pleased, however, to get in touch with 
dealers who do not have the De Laval Agency, but appre- 
ciate its value, and if you are interested please write the 
nearest office below. 


THE DE LAVAL SEPARATOR COMPANY 


New York Chicago San Francisco 
165 Broadway 427 Randolph St. 61 Beale St. 



















25 to 50% of 
all separators in 
use are wasting 
enough butterfat 
to pay for New 

De Lavals in a 

short time 






The World’s Best 
Cream Separators 
and Milkers 


Sizes, Styles, Prices and 
Terms, For Every 
Need and Purse 





There are four complete series of 
De Laval Separators, with 16 differ- 
ent styles and sizes covering every 
purse range, and providing the best, 
broadest and most complete line of 
cream separators in the world. 

There are also two styles of 
De Laval Milkers—the famous Mag- 
netic, the world’s best milker; and 
the Utility, the best milker of its 
class in the low price field. 
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HELLO HARDWARE MEN: 
HERE 1 AM,FULL OF PEP 
READY TO GO PLACES AND 
DO THINGS. GET ON MY 

TRAIL NOW BECAUSE I 

MEAN BUSINESS. WATCH 
FOR ME IN THE JAN. 28T? ISSUE 


ILL BE ON MY WAY THEN. 


CORBIN CABINET LOCK CO. NEW BRITAIN, CONN., U.S.A. 


THE AMERICAN HARDWARE CORP., Successor New York Chicago Philadelphia 








with this 
NATIONALLY ADVERTISED 
UALITY LINE 


You may already sell and install water systems or you 
may be contemplating doing so in the near future. In 
either case, start the New Year right by placing your exclu- 
sive efforts behind the Myers Line with dependable units 
to meet any capacity requirement. 


Leaders in attractive designs. Outstanding for perform- 
ance values. First in customer preference. Favorable 
prices for satisfactory profits protected by a Sound Sales 
Policy through legitimate trade channels. Take advantage 
of the exceptional sales values this nationally advertised, 
precision built line offers and cash in on increased business 
and profits during 1937. 


AIR CONDITIONING 


During summer, cold water from well or other source for air con- 
ditioning of homes or other buildings is practical and economical. 
Our Engineering Department will welcome the opportunity to tell you 
more about it. Ask for information. 


Catalog on request. 
nm FL.E.MYERS & BRO.¢o 
ASHLAND, OHIO. 


PUMPS- WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 














MYERS WATER SYSTEMS 
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a SMART DEALER NEEDS 
to make 195/ his BIGGEST TOOL YEAR 
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STANDARD through THREE GENERATIONS 


Your customers’ fathers and grandfathers bought the famous PEXTO Line of tools 
with satisfaction . . . and built a t& dous vol of busi The public is still 
buying these PEXTO Tools . . . backed today by 117 years of manufacturing ex- 

ience and integrity . . . and always with satisfaction. The most complete quality 
_ in a tede. Designed right, made right and always priced competitively with equiva- 
ent value too!:. 





REG. U. 8. PAT. OFF 





VALUES to help succeed against competition 


Sales of WORTH tools under the tried and proved WORTH PLAN climb daily. 
The trade wrote the ticket; manufacturing courage made it possible. And today, smart 


hin 0 i. dae ee hardware dealers are reaping the profits. Sold in honestly selected ASSORTMENTS 

eee ae . « « to effect distribution economies that are passed right on to the dealer in the 

market's best sales-producing retail prices. The keenest merchandising minds in the trade 

ALL special WORTH Tools of selected every item, set the quantities, built these assortments to SELL and build CON- 

*k pr dens ney ote yd a or Every tool le yee is oe vig “x wage omen’. 
ratio that dealers can actually get rather than hope for. , 

ante ccna Hell help you map a real FIGHTING tool sales program with WORTH tools for 1937. 





No FINER Tool line being made today . . 


Don't forget that Hay prosperity always creates a market for deluxe quality 








e goods . . . furthermore, this kind of trade can be mighty profitable. Tools are no ex- 
conten. and the ME-KAN-IK Line will get you this business. Nothing better than 
e. al-l M poe hoy ~ ever been — coer wpe a ee 4 
e mechanics, in sharp contrast to tools built up and “dressed-up" from old styles. 
P.S.& w.ca. SEE YOUR JOBBER . . . study the real sales-building features of this outstanding 
line. And remember they carry a profit ratio that will make this potential business very 
T. M. REG. APP. FOR much worth while. 











The Peck, Stow & Wilcox 
Company 


Southington, Conn. 
Established 1819 
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No. 5 
For Boys 





Confidence 


How easy it is to sell merchandise you believe in. 
Goods you have faith in breed a certain confidence 
which you impart to others. 


It may be a friendly gesture—the tone of your voice, 
or just the way you hand the article to the customer 
—but he catches it and, prompted by your confidence, 
BUYS. 


It is just such confidence that the Union Hardware 
Line of Roller Skates instills. Your confidence in 
their true worth sells them. You not only make the 
sale, but their known quality wins other roller 
skaters to your store. 


After all, what dealer couldn’t sell Roller Skates that 
have won and held the public confidence for over 75 
years? — especially with such a line as Union Hard- 
ware here presents. Send for Catalog No. 15. It de- 
scribes complete line. 








Your Jobber will gladly supply you. 


ERE ERATE 
HARDWARE COMPANY 
Sw EVE Gw EY 


REC.L TABLISHED 1854 


1med-¥-11 ich aol p CONN. No. 130 


NEW YORK OFFICE IS| CHAMBERS STREET For Men 


No. 130 L 
For Women 
















Men 
No. 140 L 


For Women 


For 









Each pair individually packaged 
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Electric Table Model with free tray in black or 

poy red, packed in this two color-box designed 
use in window or counter display. 

Cat. No. EC6-}---6 cup 


re *R” of BY” to designate red or black 
jer from your jobber today 
hy 45 wales for $4.95 





Everyday Kitchen Model, with free tray, both in 
black only, packed in this two color-box for display 
in windows or on counters. 


Order from your jobber today 
$3.45 value for only $2.95 
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2 sensational 





promotion items 


SPIT 


THE KITCHEN 
RANGE MODEL 


with Black Tray $3.45 value 





Greatest value offered in a Silex 
promotion. With each Everyday 
Kitchen Model, 6 or 8 cup size 
(black only) is packed a black 
Moldex serving tray. Here is just 
the tray for carrying a Silex glass 
coffee maker, or serving sandwiches 
or cocktails or highballs. $3.45 
value for only $2.95. Offer ex- 
pires Febructy 28, 1937. 


Send for nae FCW --- 


powerful 





THE ELECTRIC 
TABLE MODEL 


with black or gleaming red 
tray - = = a $5.45 value 


Now. . . complete coffee serving 
sets for buffet parties, at the height 
of the entertaining season. — Sell 
the black trimmed Electrical we 
Model with the black tray . 

the popular gleaming red tray with 
the red trimmed Silex (6 or 8 cup 
size) . . . at the special promotion 
price of $4.95. Offer expires 
February 28, 1937. 


dealer mats --- FREE 


PLACE YOUR ORDER TODAY 


MP tt€ X 


The Silex Company, 
Dept. HA-I, 
Hartford, Connecticut 
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ATKINS Silver Steel SAWS 


A FAMILY OF CHAMPIONS 
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NO ORDINARY SHOVEL 
COULD PULL FAN MAIL 
LIKE THIS 


SELL THE SHOVELS 


THAT 


@ To the butcher, baker, and candlestick maker 
a shovel is probably just a shovel. But to shovel 
users throughout the land, the name WOOD’S 
on a shovel means longer wear, less breakage, 
lighter weight, greater convenience, and a host 
of other fine distinctions that only shovel users 
and buyers understand. 

Evidence of this fact is convincingly found in 
the stream of mail coming to us. ‘“‘Where can we 
buy WOOD'S shovels?”...““We want more 
WOOD'S, send nearest dealer’s name”... “Do 
you retail, if not where can we buy WOOD’S?”’ 
... hundreds of letters of this nature, even 
photographs of old WOOD’S after years of hard 
labor are constantly directed to us. 

The net of this story is a real profit opportunity 
for you. Identify yourself as a WOOD’S dealer 
and cash in on this growing demand. You also 
get the extra advantages of small inventory be- 
cause the Closed- Back, an exclusive WOOD’S 
feature, supersedes strap-weld, solid shank, and 
hollow back shovels. The Closed -Back answers 
all needs. 

Get complete details today about the famous 
WOOD'S brands: “Moly,” Big Fist, Stuart, 
Wilson and Piqua. Don’t delay writing to your 
jobber for complete information, or direct to us. 
THE WOOD SHOVEL AND TOOL COM- 
PANY, PIQUA, OHIO. 


THEMSELVES 


SELL 


1 The Closed-Back— provides a smooth 
back with unrivaled strength of one- 
piece design . . . also new simplicity of 
handle replacement. 


2 The Turned Shoulder - 


blade, saves shoes. 


strengthens 














3 The Tapered Socket — strong and 
solid, fits the hand. 

4 Heat Treating — makes high-grade 
steels in “Moly,” Big Fist, Wood, and 
Stuart grades hard, to resist wear. 
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HAPPY NEW YEAR- 


The year is almost over. It has 
been a good year ‘ox all business. 
Progress has been made. Busi- 
ness velocity has been speeded up. 
Merchandise is moving. Money is 
circulating. Shortages of goods 
and skilled workers are reported. 
The Patman law and related state 
fair trade laws are under way to 
provide more equitable price com- 
petition. The outlook is basically 
good, with only the distressing un- 
certainty about relative unemploy- 
ment trends, the high cost of re- 
lief measures and the threat of 
uncontrolled inflation to worry us. 
Admittedly these three worries are 
potent but with the favorable fac- 
tors to bolster our courage and 
inspire our energies and thoughts 
toward solving these problems the 
year 1937 should be a happier 
one. To all hardware men and 
their families the Happiest New 
Year, with many more to come. 


PATMAN TEST CASE- 


For a full week I sat through 
all the painful details of the hear- 
ings on the first test case investi- 
gated under the Robinson-Patman 
Law. At Boston and Chicago, at- 
torneys for the Federal Trade 
Commission pursued a complaint 
against Bird & Son, Bird Floor 
Coverings Sales Corp. (both of 
East Walpole, Mass.) and Mont- 
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gomery Ward & Co. The com- 
plaint alleged that Bird has sold 
Ward certain floor coverings at 
prices that discriminated against 
other retail dealers competing 
with Ward. These hearings repre- 
sent only the first round in what 
will probably be a long-drawn 
legal battle which may not be 
settled this side of the United 
States Supreme Court. So far 
nothing entirely conclusive has 
been proven, but the trend of such 
hearings clearly indicates an ac- 
tive government program and an 
equally active objection to the 
procedure on the part of the re- 
spondents named. Developments 
indicate that this particular case 
is not all that might be desired 
for a test case, even if the govern- 
ment does prove the allegations. 
But there is historical value to 
these first hearings that justify an 
earnest consideration of all that 
took place. Therefore, in this 
issue, our readers will find an 
eye-witness story augmented with 
comments dealing with this basic 
legislative effort to provide price 
equity for all dealers. 


EVIDENCE REQUIRED- 


In their enthusiasm for the in- 
tent of the Robinson-Patman Law, 
some of our readers lack an appre- 
ciation of the specific type of evi- 
dence required to promote an in- 


vestigation through complaint. 
The Federal Trade Commission 
will investigate all proper com- 
plaints but these must be basically 
premised on evidence that proves 
discrimination in buying prices 
between retailers who are in direct 
competition with each other. The 
mere statement (or conclusive 
proof) that a certain chain store 
or mail order store sells goods at 
better prices is not, in the legal 
sense required, sufficient indica- 
tion that such competitors have a 
better buying price. Nor is a bet- 
ter buying price necessarily dis- 
criminatory in itself. It must be 
established that such better buy- 
ing price is not warranted by extra 
volume, promptness of payment, 
packaging, shipping and handling 
economies and other factors in- 
volved in distribution costs. As a 
result many inquiries from readers 
are not sufficient to justify a Fed- 
eral Trade Commission investiga- 
tion. An understandable discour- 
agement is often expressed by 
readers when so advised. I agree 
that a better selling price is a 
fairly accurate indication of a 
better buying price, but I couldn’t 
prove it in court, nor could many 
of our readers who feel that way 
on the subject. The Robinson- 
Patman Law does not provide any 
control over selling prices to con- 
sumers but obviously requires the 
supplemental support of Federal 
and State fair trade laws that per- 
mit resale price maintenance. 
Progress in that direction is af- 
forded by the recent Supreme 
Court’ decision upholding such 
legislation in Illinois and Cali- 
fornia. 


ILLINOIS AND 
CALIFORNIA-— 


Resale price maintenance has 
been legalized in Illinois and Cali- 
fornia. The recent ruling of the 
United States Supreme Court up- 
holds this principle in the states 
mentioned but, of course, embraces 
only intra-state trade in those 
states. But this ruling serves as 
precedent for similar action in all 
other states which should be the 
immediate goal of all state hard- 
ware groups in collaboration with 
the retail groups in other fields. A 
wider spread of such state laws is 
desirable as the first step in such 
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—THE FAST-MOVING OIL 





GALENA 
HARDWARE JOBBERS 
Belknap Hardware & Mfg. Co 

Louisville, Ky. 
The W. Bingham Co 
Cleveland. Ohio 
Bluefield Hardware Co 


Eskew, Smith & Cannon 
Charleston, W Va. 
C. D. Franke & Co., Inc. 

harleston, S. C. 


Kruse Hardware Co. 
Cincinnati, Ohio 
C. M. McClung & Co 
Kooxville, Tena 
Minneapolis Iron Store Co. 
Minneapolis, Mior. 
Morley Brothers 
Saginaw, Mich 
Nicols, Dean & Gregg 
St. Paul, Mian. 
Richards & Conover Co. 
Kansas City, Mo. 
Richmond Hardware Co 
Richmond, Va. 
Simmons Hardware Co. 
St. Louis, Mo. 
Smith Brothers Hardware Co. 
Columbus, Ohio 
Van Camp Hardware & Iroa Co. 
Indianapolis, lad. 
Weed & Company 
Buffalo, N.Y 


WATCH THIS LIST GROW 











MOTOR © 


Galena Exhibit at recent National Wholesale Hardware Association Convention in Atlantic City—shows attractive sales helps 


@ Galena Motor Oil is being distributed by the fore- 
most hardware jobbers of the country. They’re enthu- 
siastic about the Galena sales plan for hardware dealers 
—and of course about the ability of Galena to give top 
performance. They see their own dealers piling up 
good profits and a steadily growing business with 
Galena and the Galena sales helps. 

The Galena hardware sales plan was developed in 





collaboration with one of the leading hardware jobber 
executives. It’s devised specifically to meet the prob- 
lems of the hardware merchant and show him how to 
sell oil profitably. The set-up includes a complete sales 
plan and all the merchandising helps needed to put 
over the line... Get the whole story from one of the 
outstanding jobbers listed above—and if one of them 
does not cover your territory, write Galena direct. 


GALENA OIL CORPORATION + EXECUTIVE OFFICES, 404 BUTLER STREET + CINCINNATI, OHIO 
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a program and then finally a 
Federal law is required, otherwise 
“the inter-state loophole” may 
ruin the effectiveness of such legis- 
lation. It must be remembered 
that this ruling by the Supreme 
Court legalizes resale price agree- 
ments but does not make such 
agreements mandatory. It requires 
the sincere desire of manufac- 
turers to make these laws effective 
in Illinois and California and in 
other states where similar laws are 
enacted. The resale agreement is 
limited to trade-marked goods, so 
identified. This provides a loop- 
hole for chain, mail order firms 
and other pricewreckers. The re- 
moval of the identifying trade- 
mark voids the agreement and/or 
requirement to maintain estab- 
lished resale prices. But at that, 
these two laws are decisive vic- 
tories for independent distributors 
in the sale of all trade-marked 
goods made by sincere manufac- 
turers who truly desire stabilized 
prices on their goods. If a manu- 
facturer refrains from exercising 
his rights under these laws, in 
these states, it is fair to imply 
that he doesn’t care whether prices 
on his goods are maintained at 
profitable levels or not, so long as 
he gets volume—and there has 
been plenty of reason -to believe 
that such has been the attitude in 
the past. 


LIMITATIONS— 


The limitations of the Illinois 
and California fair trade laws 
controlling only trade-marked 
goods are not as serious handi- 
caps as they may seem. Certainly 
there is great progress in getting 
that far with such legislation. The 
hardware trade has found its 
worst price competition on loss 
leader items, picked from the 
cream of many basic lines that 
are trade-marked with outstanding 
brand names. It has been funda- 
mental in chain store strategy to 
take a few numbers of a reputable 
line of goods which have accep- 
tance—scalp the prices and infer 
that all their offerings are equally 
as favorable in price. To average 
up such reduced margins, long 
margins are put on unknown 
brands or on less well known 
values. The real tough price com- 
petition that has put hardware 
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stores to disadvantage has been 
on trade-marked goods, with a 
few notable exceptions such as the 
recent loaded shell situation and 
other instances where competitive 
grade items are publicized to a 
point of relative acceptance in 
some parts of the country. 


CONVENTIONS-— 


The annual period of hardware 
conventions starts next month. The 
Supreme Court ruling on _ the 
Illinois and California fair trade 
laws should inspire action in 
every convention, to obtain simi- 
lar legislation in every state. The 
hardware associations cannot do 
this job alone, but must link arms 
with every other organized retail 
group favoring such laws. There 
will be ample organized op- 
position with expensive legal tal- 
ent and lobbying activities, trying 
to fight off such a move—but with 
a really concerted, active, mili- 
tant organized retail industry mak- 
ing a fight, fair trade laws can 
now be passed in practically every 
state and the foundation laid for 
developing similar Federal legis- 
lation. In this issue Saunders Nor- 
vell devotes his regular article to 
an analysis of these important 
laws, a subject which has long 
interested him. 


A SUGGESTION- 
Another thought for those who 


will actively conduct the coming 
conventions is to instruct dele- 
gates in the details of both state 
fair trade laws and the legal 
aspects of making complaints on 
violations of the Robinson-Patman 
Law. To properly develop these 
subjects a full session will prob- 
ably be required. It would seem 
good policy to have both a legal 
and a lay view on both subjects, 
presented by competent students 
of the subject. They could sim- 
plify their stories to the extent that 
all who attend will leave with a 
better knowledge of the subject. 
Brief talks in outline followed by 
open forum of questions and an- 
swers would unquestionably bring 
about a more clearly understood 
picture of these laws affecting dis- 
tribution. The legal side of the 
subject is not sufficient nor is the 
distribution angle—both are re- 
quired to get the proper balance 


both of state fair-trade laws and 
the Patman Law. As brought out 
in our story, in this issue, of the 
first Patman Law hearings, the 
absence of distribution experience 
appears as a handicap to the 
government’s very earnest and 
painstaking attorneys handling the 
Bird & Ward hearings. They do 
not always seem to sense the im- 
portance of the distribution com- 
petitive angle whereas their op- 
ponents, the respondents, have the 
advantage of both business men 
and lawyers, doing team work, 
that was fairly effective. 


FINN CO-OPS-— 


The Consumer Cooperative 
movement has, of course, had its 
greatest growth in continental 
Europe. Finland unquestionably 
leads all countries with an es- 
timated 40 per cent of its gross 
retail trade being handled by the 
well organized Cooperative 
Wholesale Society of Finland. The 
head of this organization, Hugo 
Basarla, whose title is managing 
director, has been visiting this 
country studying the growth of 
the Coop movement in the United 
States. He is quoted in many 
newspapers as praising the activi- 
ties and developments by Ameri- 
can groups but comments that 
even the Coops in this country 
have operating costs which are 
too high. He is quoted further 
as saying that the operating mar- 
gin of the Finnish Cooperatives 
is 4 per cent for producers and 
from 84% to 10 per cent for re- 
tailers, which of course, is a very 
low operating cost. When it is 
realized that the Finnish Co- 
operatives claim approximately 
50 per cent of Finland’s popula- 
tion as members of the Coopera- 
tive movement it can readily be 
realized what a vital factor the 
Coop is in that country. As yet 
the Coops in America represent 
but an insignificant part of our 
general retail and wholesale dis- 
tribution setup with the possible 
exception of lubricating oil, gaso- 
line, certain kinds of farm paint, 
fertilizer, seed, and a few farm 
equipment items, and has not yet 
been felt as a true basic competi- 
tive factor anywhere near as seri- 
ously as the mail order and chain 
store competition. 
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All of ‘This Store 





Above, left to right—The basement house furnishings department; a section of 
the basement hardware department; an example of the displays that flank the 
inclined ramp leading from the entrance to the main floor; and the three 
model bathrooms in the basement. 





Jamaica Stove Supply 
Co., Jamaica, Long Is- 
land, N. Y., expands 
its lines and revises 
policies, in keeping 
with modern trend. 


ERCHANDISE displayed 
M as if it were being shown 

in a bewitching stage 
setting is the striking feature of 
the recently enlarged and mod- 
ernized store of the Jamaica Stove 
Supply Co., 168-09 Jamaica Ave., 
Jamaica, L. I., N. Y. With the 
increased attention most people 
are giving to making their homes 
and apartments more convenient 
and attractive, this progressive 
firm has expanded its lines, re- 
vised its policies, and arranged 
to capitalize on this trend by pre- 
senting its wares in an environ- 
ment having a natural and pow- 
erful appeal to the countless 
thousands of persons who are cur- 
rently evincing a quickened inter- 
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est in modern living conveniences. 

As the first step in changing 
the company’s plan of operations 
to better adapt it to serve the 
steadily growing demand for the 
latest and best in home con- 
veniences, it was decided to add 
very complete hardware, paint 


and _ house furnishings depart- Above: The basement stair case with inclines of the ramp to the 
ments. The next step in expand- elevated main floor at either side. Below: The model kitchens 


ing the stock was the addition of Oe ae 
a very complete line of major 
electric appliances, including re- 
frigerators, washers, ironers, and 
radio sets. To further complete 
the store’s wide selection of neces- 
sities for the modern home, bath- 
room fixtures, oil burners, kitchen 
furniture, including built-in cabi- 
nets, etc., and enameled metal 
wall tile for kitchen and bathroom 
use were also added. 

The company’s location is ideal 
for reaching a large home con- 
venience market, as Jamaica, sit- 
uated about twelve miles from 
the heart of New York City, is the 
largest city on Long Island, a 
thriving shopping center serving 
a prosperous and thickly popu- 
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lated trading territory. The firm 
was originally founded, twenty 
years ago, as a retail stove con- 
cern and operated as such until 
its recent expansion. During this 
period a very large volume of 
business was developed by the 
company in gas ranges, stoves of 
all types, furnaces, and stove re- 
pairs. Much of this business is 
with prominent real estate de- 
velopers, builders, and contrac- 
tors, although many sales are also 
made to individuals. 

Five branch stores are also op- 
erated by the company in other 
nearby Long Island towns, and 
a large warehouse is maintained 
at a point several blocks distant 
from the main store. Some idea 
of the company’s size and scope 
may be gained from the fact that 
it has sixty-seven employees, while 
its records indicate that several 
thousand gas ranges have been 
sold within a single year, and 
further show that annual volume 
has reached the one million dol- 
lar mark. 

After occupying its original 
quarters, a few blocks away, for 
ten years, the store moved to its 
present site ten years ago, al- 
though the building then provided 
only one-third of the floor space 
of the present enlarged structure. 
The new building, representing 
an investment of $100,000, is of 
modern fireproof construction with 
two stories and a basement and 
total floor space of 10,000 square 
feet. Being L shaped, the build- 
ing has entrances on both Jamaica 
Ave. and 168th St., and its widest 
portion is at the apex of the two 
wings of the L. 


Windows Are Unique 


The new store front, as shown 
in an accompanying illustration, 
is very attractive. The show win- 
dows, thirty-five feet in depth, 
and finished in chromium, are of 
varying width on either side of an 
inviting central foyer. This vari- 
ance of width is a decided advan- 
tage in arranging sectional win- 
dow displays with dividers, as 
narrow sections of the window 
may be used for small items such 
as tools, while large articles can 
be shown in the wider sections. 

The entrance has two doors 
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separated by a glass several feet 
wide, this arrangement making it 
easy and convenient for visitors 
to enter and leave the store. In- 
side, eye-catching displays of 
radios flank the sides of a unique 
inclined ramp having very prac- 
tical and pleasing features. As 
the floor level of the widest por- 





The front before the building was 
modernized. 


tion of the store, to which the 
ramp leads, is several feet above 
the floor level at the entrance, an 
excellent view of the main floor, 
as well as a goodly portion of 
the basement may be obtained. A 
wide staircase of the department 
store type is in the center of the 
ramp, while inclines to the main 
floor continue on each side of 
the basement stairway. 

In contrast to general practice 
no small items are displayed or 
carried on the main floor which 
is devoted exclusively to such 
large items as stoves and ranges, 
washers, ironers, oil burners, 
radios, refrigerators, fireplace 
mantels and furnishings, breakfast 
sets, and kitchen cabinets of all 
types. At the rear right corner 
commodious space is utilized for 
a showing of two types of full- 
sized model kitchens, complete in 
every detail. Being constructed 
with open fronts, these model 
kitchens face an area on the main 
sales floor used for the display 
of kitchen furniture, and other 
light but bulky items which can 
be quickly and easily moved to 
provide comfortable seating facil- 
ities for several hundred people. 

As the kitchens are actual work- 


ing models, cooking schools and 
other demonstrations of kitchen 
equipment are thus made possible 
in an effective manner. In fact, 
during the store’s two-day open- 
ing celebration, “cold cooking” 
classes utilizing electric refrigera- 
tors, as well as gas range and 
laundering demonstrations were 
held in the model kitchens with 
fine success. All equipment used 
in the model kitchens is sold by 
the store, including plumbing 
fixtures, built-in cabinets, and 
wall tile, and, of course, gas 
ranges, refrigerators, mixers, etc. 
The store specializes in trans- 
forming old fashioned kitchens 
into model kitchens on an easy 
payment plan. 

Large windows and _ skylights 
provide an abundance of natural 
light for the main floor displays, 
while electric illumination is of 
the latest approved type. Setees 
and chairs are placed at strategic 
locations throughout the displays 
on the main floor, enabling 
patrons to be comfortable while 
considering their purchases. 

The company’s offices are un- 
usual in several respects. They 
are located around a circular 
mezzanine, which is reached by 
a stairway at the right of the en- 
trance. Through the circle of this 
mezzanine a view of the main 
floor may be obtained. Offices of 
executives have walls finished in 
wood paneled effects and are 
tastefully furnished. 


Fixtures Are Neat 


The basement sales floor is 
bright and displays are arranged 
in orderly fashion on fixtures of 
modern design built to the com- 
pany’s specifications by local cab- 
inet workers. Although the fix- 
tures are not expensive, being 
constructed of pine having fac- 
ings and trim of oak, they are 
neat, attractive and practical. At 
the top of each section of the 
wall fixtures strips of opal glass 
are used for black lettered signs 
denoting the kind of merchandise 
shown in each section. Electric 
lamps are used in back of the 
glass strips to illuminate the 
signs, thus making them “stand 
out” prominently. 

(Continued on page 61) 
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Decatur, Ill., Hardware 
Store Creates New Mar- 
ket That Proves Very 
Profitable. Requires Out- 
side Sales Effort and Good 


Service. 


N 1881, B. M. Dennis began 

manufacturing tin-ware to 

sell. Sheet metal work was 
added, then hardware. Heating 
and ventilating, metal skylights, 
the building of roofs; all fol- 
lowed as a natural sequence, until 
today the firm of B. M. Dennis 
& Son, Decatur, Ill., occupies a 
high position in its field. 

Like other progressive hardware 
merchants, the company is ambi- 
tious for increased sales and 
profits. Manufacturing and in- 
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Tin Shop Department of 


stalling certain portions of air 
conditioning systems seemed to be 
the answer. 


Sheet Metal Work 


Inspired by the practical and 
efficient reality of this newest 
boost in our standard of living, 
and the healthy demand, the com- 
pany has added its name and rep- 
utation to the lengthening roll of 
hardware merchants who are turn- 
ing to air conditioning for bigger 
and better business. 

“Let me say, however,” states 
Walter L. Dennis, “that the hard- 
ware dealer cannot successfully 
enter this new field, unless he is 
properly fortified with adequate 
facilities, experienced help, the 


Their 


up service for Dennis 


trucks speed 


necessary equipment, ample finan- 
cial resources and a sound sales 
policy.” 

The Dennis firm’s long connec- 
tion with sheet metal work, en- 
ables it to specialize on the duct 
system of air conditioning. Such 
jobs usually call for thousands of 
feet of sheet metal duct, through 
which conditioned air is carried 
to certain areas. Consequently, 
many square feet of metal is re- 
quired. 

(Continued on page 66) 















The First ‘Test Case Hearing 























Federal Trade Com- 
mission investigates 
alleged violation of 
law by Bird Organiza- 
tion and Montgomery 
Ward & Company. 


Above: Ward’s attorney, Stuart Ball, explains 
some disputed document to Attorneys Wm. 
Pencke and James Rooney of the Federal Trade 
Commission. In the left background are Messrs. 
Anderson and Wescott of the Bird organization. 
At the right: Bird’s attorney, Pierpont Stack- 
pole, confers with Ward’s attorney, Cranston 
Spary, with Attorney Speirs in the rear. 


Editor's Note:—The first session of the first Robinson-Patman test 
case hearing was a thoroughly unsatisfactory procedure. The 
Government did not prove that Bird & Son and/or Bird Floor Cov- 
ering Sales Company sold Montgomery Ward & Company at By CHARLES J. HEALE 
better prices than Bird sold other dealers. At the same time, the 
attitude of Respondents, Bird & Ward, in attempting to withhold 
invoices, constantly objecting, criticizing the procedure and offer- TT HE first test case hearings 
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ing too many “I don’t know” answers, did not total up a favorable of alleged violations under 
score in protesting their complete innocence. As matters stand the Robinson-Patman Law 
now, the Federal Trade Commission has invoices of all goods sold were not a smashing victory for 
by Bird from June 19, 1936, to October 31, 1936, for analysis. When the many independent senel weee- 
the Government auditors and accountants have compared and s 
studied these 1400 invoices there may be another chapter to this coal Slan seaileen siaaeal 
story. The hearings opened in Boston, Mass., Monday, December law will cure unfair price discrim- 
7, adjourned to Chicago on Thursday, December 10, 1936, and ination against them. It is appar- 
will resume at Chicago, Monday, January 4, 1937. ent, however, that the Federal 


chants who hope and expect this 
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Trade Commission will indefatiga- 
bly pursue proper complaints of 
alleged price discrimination and 
will, with the best material avail- 
able, endeavor to correct any ac- 
tual price discriminations that are 
precisely proven. The first test 
case was a complaint against Bird 
& Son and Bird Floor Covering 
Sales Company, both of East Wal- 
pole, Mass., and Montgomery 
Ward & Company, Chicago, IIl. 
It was charged that Bird floor 
covering products, including rugs 
and floor coverings and yard 
goods, were sold to Montgomery 


















Above: A recess discussion at the Chicago 


hearings. 


At the right: Trial Examiner Chas. F. Diggs, 
F.T.C., and Ward’s attorney, James Winston. 
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Ward & Co. at prices lower than 
the prices which independent re- 
tail dealers paid in like quantity, 
and that, therefore, there was a 
violation of the Robinson-Patman 
Law. After listening to the hear- 
ings which centered around the 
Bird organization in Boston, Mass., 
and then moved to Chicago for 
consideration of Montgomery 
Ward’s part, I am of the opinion 
that this was not as suitable a 
test case as might have been im- 
agined from reading the complaint. 
Subsequent developments may 


ig Under the Robinson-Patman Law 


prove otherwise, but at present 
there is little comfort to be taken 
from the progress made in this 
test case hearing. 

As matters stand now, the Federal 
Trade Commission has in its posses- 
sion, or will have. all invoices of 
all sales made by Bird Floor Cover- 
ing Sales Corp., direct to retailers 
during the period from June 19 to 
October 31, 1936, about 1400 all 
told. If an analysis of these invoices 
establishes price discrimination in 
favor of Montgomery Ward & Com- 
pany or some other retail organiza- 
tion, the Commission will presuma- 
bly issue a “Cease and _ Desist 
Order.” Such action would likely 
only be the beginning of a series of 
court actions finally winding up in 
the United States Supreme Court for 
a decision which may also decide the 
constitutionality of the Robinson- 
Patman Law. 

Early in its rebuttal of the alleged 
price discrimination in favor of 
Montgomery Ward & Co., Bird at- 
torneys stressed a change in sales 
policy by the Bird organization 
which had been under way for ap- 
proximately two years and was final- 
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ly consummated in October of 1936. 
This new sales policy embraces a 
strict wholesaler policy so far as 
independent distribution was con- 
cerned so that at present and in the 
future Bird products will be sold 
only through wholesalers and mail 
order organizations. Company off- 
cials said that this move was taken, 
two years ago, to effect more eco- 
nomical and efficient distribution of 
the company’s products through in- 
dependent channels and very obvi- 
ously it was felt that this change in 
selling activities, made sales direct 
to independent retailers negligible 
and therefore not a proper subject 
for Robinson-Patman Law investiga- 
tion. 

The hearings were under the di- 
rection of Trial Examiner Charles 
F. Diggs of the Federal Trade Com- 
mission. The Government’s attor- 
neys were William L. Pencke and 
James I. Rooney, also of the Com- 
mission’s staff. Ward’s legal staff 
was headed by Stuart Bal!, secretary 
of the corporation, and Bird’s attor- 
neys were headed by Pierpont 
L. Stackpole, prominent Boston at- 
torney. Mr. Pencke started the in- 
vestigation by questioning Homer 
E. Sawyer, president of the Bird 
Floor Covering Sales Company and 
an official of the parent company, 
Bird & Son. At almost every ques- 
tion, Attorney Ball, representing 
Respondent Ward, objected as did 
Mr. Stackpole or one of his asso- 
ciates in behalf of Bird & Son. As 
a result, the hearing moved rather 
slowly. Questions that were really 
important in the spirit of the law, 
had to be rephrased many times. 
Mr. Sawyer and then later Axel 
Anderson, treasurer of Bird Floor 
Covering Sales Company, each iden- 
tified price lists presented as evi- 
dence by the Commission. At no 
point did either of these witnesses, 
representing Bird, admit to any 
price discrimination in favor of the 
mail order house. 

Boston newspapers inaccurately 
stated that Mr. Sawyer had admitted 
a better price to mail order houses, 
but this is not so. He did say that 
a stated price for Ward had not 
been quoted to other retailers, but 
that is all. After a full morning’s 
skirmish, Mr. Pencke asked direct 
questions covering this basic phase 
of the inquiry. Immediately an at- 
torney for the Respondent Bird 
called for a discussion en camera of 
all attorneys and Judge Diggs. This 
resulted in a noon recess and the 
hearing did not resume until after 
3.30 that afternoon. 

The afternoon session that first 
day featured an effort on the part 
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of the Government’s counsel to ob- 
tain all invoices of all sales made 
by Bird since the Robinson-Patman 
Law became effective on June 19 up 
to and including October 31, 1936. 
Both respondents fought against this 
move by the Government, obviously 
a desire on the part of the Commis- 
sion to see for itself what prices had 
been actually quoted on sales as the 
subject could not be developed by 
examination. Finally the result was 
that the Commission, via long dis- 
tance telephone and air mail, ob- 
tained the necessary subpoena duces 
tecum and the invoices were deliv- 
ered in the custody of the reporter. 

There was much quibbling 
throughout the first two days at Bos- 
ton with unnecessary arguments as 
to the difference between “a whole- 
saler” and “a jobber,” but in the 
end it was agreed these were two 
names for the same type of distribu- 
tors. 

Government counsel tried to deter- 
mine whether or not mail order 
houses and wholesalers received dif- 
ferent prices. Mr. Sawyer answered 
that net prices are quoted to both 
and that there is no comparable dis- 
count basis that could be used. It 
was then developed that mail order 
houses pay a net price subject to 
terms and that wholesalers have a 
discount, but at no point was it de- 
veloped whether or not the net result 
was similar prices. 

Testimony developed that Bird 
sold its products to Montgomery 
Ward & Company, Sears, Roebuck, 


The Editors Viewpoint on 


‘ 


[’ is apparent from the develop- 


ments of the first Robinson-Pat- 

man test case hearing that man- 
ufacturers against whom complaints 
are registered, will be called upon 
for very complete data on sales and 
will be required ‘© produce invoices 
covering sales to ai! customers since 
the passage of the law on June 19, 
1936. It is equally apparent that the 
Commission finds it difficult to get 
very tangible evidence to work from 
and that respondents must neces- 
sarily operate on a “catch as catch 
can” basis at the hearings. The Bird 
and Montgomery Ward case, judg- 
ing from the complaint as issued 
by the Commission, had all the ear- 
marks of an excellent test case of 
interest to retail hardware dealers 
and other independent distributors. 
Looking back over the hearings it 





Springer, May Stern Stores Com- 
pany and Larkin Company, all mail 
order houses. After some delay it 
was agreed that these companies 
were all located outside of the state 
of Massachusetts and therefore a 
previous claim that the business un- 
der scrutiny was intrastate was not 
maintained as shipments were made 
from Massachusetts. 

The government tried to establish 
data on the point to which mer- 
chandise was shipped for the va- 
rious mail order companies and 
likewise at what point the orders 
were actually placed. This question- 
ing developed that Bird & Son was 
a manufacturing company and that 
its products were sold by Bird Floor 
Covering Sales Company. But it was 
not developed which one of the two 
companies actually did the shipping 
and selling until it was brought out 
that the floor covering sales organi- 
zation handled this phase of activity. 

The most frequent answers to 
questions by Messrs. Sawyer and 
Anderson were “I don’t know” and 
frequently Mr. Sawyer, when on the 
stand, suggested that Mr. Anderson 
could best answer the question and 
vice versa. 

At every effort by government 
counsel to get specific data which 
might answer the fundamental ques- 
tion involved, witnesses would sug- 
gest that such matters must be 
checked by their records, all of 
which lead to the government seek- 
ing the invoices for an audit and 
analysis. 


would appear that it was not such 
a good example and that unless the 
scrutiny of the invoices by the Com- 
mission develops some data not 
brought out in the hearing, there is 
little basis for the complaint in this 
instance. It was probably inevitable 
that one of the major mail order 
companies would be involved in an 
early test case as the mail order 
houses and chains are recognized as 
the basic competitive causes inspir- 
ing the Robinson-Patman type of 
legislation to protect independent 
dealers against unfair and unwar- 
ranted price discrimination. 

If the invoices of Bird develop a 
further charge of price discrimina- 
tion in favor of Montgomery Ward 
or some other retail organization, it 
would then be necessary to prove 
that the price differential was dis- 
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Just before the Monday noon re- 


‘cess government counsel asked the 


question “Is any other retailer 
quoted the same price as Montgom- 
ery Ward?” The answer by Mr. 
Sawyer was “No.” Thereupon the 
government attorney asked “What 
are they quoted?” and then came 
the huddle conference and _ recess. 
The point was never thoroughly 
developed. 

In answer to the government’s 
question regarding basis for deter- 
mining Montgomery Ward’s prices, 
Mr. Sawyer said “These are arbi- 
trarily arrived at.” The counsel 
picked up the word “arbitrarily” 
and pursued this point for clarifica- 
tion. Mr. Sawyer explained that 
Bird’s relation with the mail order 
organization was the same as its re- 
lation with wholesalers, that is to 
say, large volume, no credit risk, 
similar process of handling and 
other economies, and that therefore 
similar prices were made to both 
distributors. You can realize that 
the words “similar prices” does not 
necessarily mean the same identical 
prices, but there was no progress 
made in separating such price 
groups. 

It further developed, however, that 
in Mr. Sawyer’s opinion national 
advertising is a factor with the 
wholesaler, but not a factor with 
the mail order houses who would 
rather resell such merchandise un- 
der their own brand name, To get 
around this problem, Attorney 
Pencke asked for all invoices in New 


criminatory and not justified by 
more economic packaging, shipping, 
handling, terms, etc. 

It would seem that an item more 
generally distributed through mis- 
cellaneous retail channels would of- 
fer a better subject for test case 
investigation as there was a marked 
vagueness in the Commission’s avail- 
able data and procedure in the 
Bird-Ward case. 

It would not be amiss for the 
Commission to commandeer advice 
and services of people schooled in 
distribution problems so that it 
would have a background knowledge 
of distribution practices. Thus it 
would fortify its program and pre- 
vent unnecessary discussions which 
seriously delayed the first test case 
hearings, two instances being: a dis- 
cussion as to the difference between 
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plained that this was an improper 
procedure, and an effort on the part 
of the government to obtain evidence 
which it should have had in the first 
place before proceeding with the 
complaint. 

This led to detailed explanation 
by both government counsel and the 
Trial Examiner outlining the work- 
ings of the Federa] Trade Commis- 
sion which they said in the public 
interest required and justified an 
investigation along the lines pur- 
sued by this investigation. There 
was much “off the record” discus- 
sion on both sides with respondents’ 
attorneys endeavoring to have all 
the discussion “on the record” for 
the reason, as explained by one at- 
torney, it would show the trend of 
the investigation, which he implied, 
lacked proper judicial procedure. 

The Court and the government at- 
torneys suggested that someone in 
the Bird organization should know 
some of the answers as to sales pol- 
icy and prices quoted and shipments 
made and where they were made 
from. 

The “pioneering spirit” seemed to 
prompt the interest of one Mont- 
gomery Ward attorney. He is J. A. 
Winston who repeatedly referred to 
the situation as a “pioneer effort, 
presumably in the public interest,” 
and, therefore, being an unusual 
situation everything said should go 
into the record. 

There was constant bickering in- 
sisting that all questions be re- 
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“wholesalers and jobbers” and the 
discussion as to whether or not mail 
order business was retail business. 

If, in the final showdown, Bird 
& Son and Bird Floor Covering Sales 
Company have not given unwar- 
ranted and discriminatory price ad- 
vantage to Montgomery Ward or 
other retailers to the detriment of 
any other type of retailer handling 
the goods, this case is, of course, 
closed. From the standpoint of 
Bird there have been thousands of 
dollars of expense for which there 
is no recovery. Likewise the com- 
pany has been “on the spot” and 
in the minds of many of its whole. 
sale customers and their retail-dealer 
customers there may remain suspi- 
cion that where there is smoke there 
may be fire. This is the unfairness 

(Continued on page 52) 
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stricted to “Economy” and “Nepon- 
sit” rugs and yard goods mentioned 
in the complaint and request was 
also made by respondents to restrict 
all discussion to the sizes indicated 
in the complaint. The government 
agreed as to the brands, but said 
the sizes mentioned in the complaint 
were merely given as an example and 
the investigation could not properly 
be restricted to these sizes. 

After repeated emphasis by their 
attorney that Bird & Son had prac- 
tically no other direct retailer busi- 
ness except the mail order division 
of Montgomery Ward, government 
counsel said that was not a factor 
for if there were any sales the 
amount of them and their proportion 
of the company’s total business were 
not factors. 

Respondents got into the record 
a history of Bird sales policy trends 
gleaned from sales from early in 
1934 down to October 31, 1936. 
These indicated that that August- 
September sales to retailers were 
less than 1 per cent of the total and 
that there were no such sales there- 
after, nor will there be in the fu- 
ture. The Boston hearing broke up 
in an argument regarding the cus- 
tody of the invoices and their avail- 
ability to the Commission. There 
was also a marked effort on the 
part of both respondents to differen- 
tiate between sales to Montgomery 
Ward for mail order distribution and 
to the same company for distribu- 
tion through its retail stores for 
sales during the period in question 
from June 19 to October 31, being 
respectively $14,000 and $442, ap- 
proximately. 

Attorney Stackpole registered spir- 
ited objection to the whole _pro- 
cedure, referred to it as “a fishing 
expedition that has gone far enough” 
and implied that the government was 
without sufficient facts to pursue a 
case and was therefore, trying to 
force the respondents to deliver such 
evidence as might be used in the 
circumstances. He said there must 
have been a complaint made by 
some one, but that this complaint 
had not been produced nor had the 
party making the complaint been 
produced to offer whatever evidence 
might exist. 

When the hearings resumed 
in Chicago Thursday morning, 
Sept. 10, Raphael Blair, who 
identified himself as buyer of 
floor coverings for Montgomery 
Ward & Company, was the only 
witness that day. On examina- 
tion by Mr. Pencke it was de- 
veloped that for the past two 

(Continued on page 51) 
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Make Your Annual Statement 


Tell the Truth 


HE average hardware man 
is a better merchant than 
bookkeeper. Which is as it 
should be. Consequently when 
the time comes to make out his 
annual statement he needs a “pat- 
tern” to show him just what to 
do with his various figures. 

The typical annual statement 
shown here provides just such a 
pattern. Each item is explained 
clearly in the text. Substitute 
your own figures in the various 
spaces, Mr. Hardware Man, with 
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the assurance that your statement 
will then be telling the truth 
about your business. 

And, by the way, in most cases 
it will be found profitable to em- 
ploy a bookkeeper, if only for 
part time, to handle the books, so 
that you yourself will be free 
to direct your energies toward 
selling. 


1. Operating Statement 


Net sales, Line 1, means gross 
sales minus all returns and al- 


By MURRAY C. FRENCH 


lowances. It applies only to the 
sales of merchandise. The re- 
ceipts from the tin shop, plumb- 
ing shop or electrical shop, as 
well as “other income” are ex- 
plained under Lines 14 and 15. 
The figure on Line 1 is used as 
100 per cent in all percentage 
calculations. 

On Line 2 is the merchandise 
inventory at the beginning of the 
year. It includes nothing but 
merchandise held for resale, taken 
“at cost or market value, which- 
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ever is lower.” From Line 2 to 
Line 11 is shown the only correct 
process of finding our gross mar- 
gin, the figure which is absolutely 
necessary to determine the profit 
or loss. 

Again on Line 3 care must be 
taken to list only merchandise 
bought for resale. Nothing that 
is bought for use in the store 
should enter the figures on Lines 
2 or 3. Such items are expenses. 

These merchandise purchases 
on Line 3 represent the “cost” of 
the goods received during the 
year. “Cost” means net, delivered 
cost. In other words, the “cost” 
of the merchandise purchases on 
Line 3 is (Line 4) the invoice 
cost plus (Line 5) incoming 
transportation minus (Line 7) 
discounts actually taken. 

Line 8 therefore shows the cost 
value of the goods handled during 
the year. From it we subtract the 
closing inventory, Line 9, and the 
result is the “cost of goods sold,” 
Line 10. Since this figure de- 
pends upon the opening and clos- 
ing inventories, it therefore in- 
cludes all stock shortages and all 
depreciation in the stock on hand, 
as well as the actual invoice cost 
of the goods sold. This is in 
line with standard practice. 


Gross Margins 


Gross margin, Line 11, is then 
found by subtracting the cost of 
goods sold from the total sales. 
Then by subtracting the expenses 
from the gross margin we find 
the operating profit, Line 13. 

This figure is called the oper- 
ating profit because it is influenced 
only by the operations connected 
with the sale of hardware. If the 
store operates a shop, a tin shop 
for instance, the accounts for the 
shop should be entirely separate 
from the accounts for the sale of 
merchandise. Unless this is done 
the gross margin figure becomes 
meaningless. 

The profit or loss made by the 
shop itself is shown on Line 14. 
This figure is simply the differ- 
ence between the shop’s sales and 
its expenses. In a small shop it 
is often quite hard to separate 
correctly the shop expenses from 
the store expenses. Nevertheless, 
this segregation must be made, 
and the shop expenses must in- 
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clude a fair proportion of the 
proprietor’s salary. 

On Line 15 is shown the profit 
or loss from the sale of store 
owned securities, interest from 
securities, cash over and cash 
short, and the profit or loss from 
any transaction not strictly a part 
of the hardware business, as, for 
instance, the sale of packing cases 
or a discarded show case. 








Line 16, total net gain, is the 
sum of the operating profit, the 
shop profit and all other income. 
It is the figure upon which income 
taxes are paid, distribution made 
to stockholders and additions 
made to surplus. 


2. Financial Statement 


Stated simply, assets are what 
we have. Liabilities are what we 





HERE ARE MR. FRENCH’S CHARTS 
OPERATING STATEMENT 








i. Net Sales of Merchandise..... Listsswuteede.cae IO 
Z Inventory Beginning of Year............$12,510 
3. Plus Merchandise Purchases ......... ain Shee =) 
4. Merch. Invoices ...... $31,035 
5. Plus Frt., Bap. & PP. 1,245 
6. re $32,280 
7. Minus Discounts Taken . 750 
3. Equals Merch. Purchases .......... $31,530 —————_—_ 
8. Tole Cee 2 ONES) «onc aecaccees $44,040 
9. Minus Inventory End of Year.......... . IZ 
10. Equals Cost of Goods Sold............... $30,915 30,915 
ll. Gross Margin (Line 1 Minus 10).................$14,210 31.5% 
12. Minus Expenses (From Line 43)... 2.0.0.0... cccseses. oes 12,680 28.1% 
Pa, RE TOUTE ois cs. sis ok c vee rateedsmeouiaess $ 1,530 3.4% 
14. Plus Re I NS a vas gig 4.6 Seneieie wre dw ree -ersinare , 930 
15. Plus MAIN NI gid osc sed, cs aerptn mavbareaiawe wa seare paren 65 
es: PURE Sle I os 6k wo hind aedsewacneseiw ces sae $ 2,525 
FINANCIAL STATEMENT 
ASSETS LIABILITIES 
17. Merchandise Inventory. . .$13,125 25. Accounts Payable ...... . $3,360 
18. Cash on Hand and in 26. Notes Payable............ 1,500 
OS Se 1,255 27. Other Business Debts. . . 1,230 
19. Accounts Receivable..... 3,850 ——— 
20. Notes Receivable......... 1,325 28. TOTAL LIABILITIES $6.090 
21. Fixtures (Less Fix. Depr.). 1,100 
22. Del. Equip. (Less Depr.).. 280 
23. Other Store Assets....... 2,360 ° 
24. TOTAL ASSETS......... .$23,295 


24. Assets 


28. Liabilities ........... 
29. NET WORTH... 


30. Capital 


31. Sarma ....... 


. $23,295 
. 6,090 


-7"15,000 


EXPENSE ANALYSIS 
(Net Sales = 100%) 


a. Proprietor’s Salary 
b. Employees’ Salaries 


32. Total Payroll (Add a and b)...... 


eer 
34. Advertising 

35. Interest 
36. Taxes 


37. Insurance 


38. Heat, Light, Weler................. 


39. Fixture Depreciation 
40. Delivery Equipment Depreciation 
41. Bad Debts 
42. All Other Expense. 


43. Total Expense (Add 32 to 42)... 


















owe. Net worth is the difference 
between the two. 

The merchandise inventory 
Line 17, must be exactly the same 
figure as appears on Line 9. The 
cash, Line 18, is self explanatory. 

To find Line 19, accounts re- 
ceivable, the customer’s accounts 
are “invoiced” just as the mer- 
chandise is invoiced. Only “good” 
accounts are listed, the others be- 
ing charged off as bad debts, and 
listed as such in the expense ac- 
count at Line 41. The same goes 
for notes receivable. 

Fixtures, Line 21, must be listed 
at a value that shows a reason- 
able depreciation each year, us- 
ually 10 per cent a year. See 
Line 39. Delivery equipment de- 
preciates faster, usually 20 per 
cent a year. Line 23 is the place 
to list in detail all other store 
owned assets such as securities, 
real estate, prepaid items such 
as rent, insurance, salaries and 


the like. 
Liabilities 


In the liabilities, Line 25 car- 
ries the amount owed for mer- 
chandise, also any other open ac- 
count debts, with Line 26 showing 
the notes payable. Other business 
debts, Line 27, includes taxes 
owed, salary owed to proprietor 
or employees, unpaid judgments 
and reserves for various purposes. 
One of these reserves is always 
for fixture depreciation. This must 
appear on the fixture account, 
though on the annual statement 
itself, the fixtures are usually 
listed simply at their net, depre- 
ciated valuation. 

Line 29, net worth, is the dif- 
ference between the assets and 
the liabilities. The increase in 
net worth from one year to the 
next represents the net gain dur- 
ing that year. Therefore, if no 
dividends have been drawn, the 
increase in this year’s Line 29 
over last year’s Line 29 must be 
the same as the net gain on 
Line 16. 

Note this difference. The op- 
erating statement tells what the 
business did during the year. The 
financial statement tells the con- 


dition of the business on any one 
certain date. 
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3. Expense Analysis 


Regarding Section A of Line 
32, the proprietor’s salary, there 
is a pronounced lack of uni- 
formity among hardware men. 
Some credit themselves with an 
extremely high salary in order to 
reduce the profit showing. Others 
draw no “salary” at all on the 
books, resulting in an absurdly 
high “profit” showing. Either of 
these extremes throws the whole 
statement so far out of line that 
it is deceptive to the merchant 
and useless for comparisons. 


Personal Expenses 


Some draw from time to time 
whatever they need for personal 
expenses, then at the end of the 
year enter the total withdrawals 
as the proprietor’s salary in the 
statement. This method is highly 
misleading, for it causes the profit 
of the business to vary according 
to the incidents and accidents in 
the proprietor’s home life. A 
siege of sickness at home would 
cause the hardware business to 
show a loss. This is plainly 
wrong. 

The only correct way is for 
every hardware dealer to set a 
reasonable salary for himself, 
crediting his personal account 
with this uniform amount each 
week or month, and charging this 
account with his withdrawals of 
either cash or merchandise. 

If during the year he draws 
less than his appointed salary, the 
difference will be entered as “sal- 
ary owed to prdprietor” in the 
liabilities. If he overdraws, the 
excess will be charged in the 
assets as “overdrawn salary owed 
by proprietor.” 

The main point to remember 
is that the store’s profit is quite 
a different thing from the pro- 
prietor’s salary. His salary is the 
pay for the work he does. It is 
the earnings of the proprietor. 
Profit is the earnings of the 
business. 





Section B, employees’ salaries, 
includes all prizes and commis- 
sions as well as the regular sal- 
aries. The shop payroll is not 
included here. It enters into the 
Line 14 figures. 

When a hardware man rents 
his location under an ordinary 
lease, the amount to go on Line 
33 is self-evident. But when he 
owns his store building he is 
tempted to allow his venture into 
the real estate business to mix 
figures with his venture into the 
hardware business, making all his 
figures confusing and unreliable. 

To know what his hardware 
business is doing it is absolutely 
necessary for him to charge the 
hardware business with a reason- 
able and fixed rent for the build- 
ing, this amount being entered on 


Line 33. 


Building Account 


Then he must set up an account 
for the building, not a part of 
the hardware records at all. This 
account will be credited regularly 
with the specified rent. It will 
be charged with all expenses of 
every nature that belong strictly 
to the building. This building ac- 
count will then show a profit or 
loss which will be included as 
“other income” on Line 15. 

Advertising expense, Line 34, 
includes space in recognized me- 
diums, as well as circulars, pack- 
age inserts, signs, posters, premi- 
ums and all expense for window 
display. It should not be charged 
with donations, program advertis- 
ing or any other good will ac- 
tivity. 

Interest, Line 35, covers only 
interest on borrowed money, not 
on owned capital. Taxes, Line 36, 
include only taxes upon the hard- 
ware business itself, not those on 
any real estate. The same com- 
ment applies to insurance and to 
heat, light and water. Window 
lights are charged to advertising. 

(Continued on page 61) 


The charts referred to in this article are 


given on the preceding page—page 25. 
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Comments on the Recent Fair Trade 





Decision by the Supreme Court, 


LL sections of the California 
A and Illinois fair trade acts 
have been held constitu- 
tional by the United States Su- 
preme Court, on December 7. Two 
opinions both unanimous were de- 
livered by Justice Sutherland. 
Justice Stone, who is still ill, did 
not participate. 

This leads to the probability 
that even in the states where fair 
trade acts have been held uncon- 
stitutional in part, the laws will 
soon be in operation as they origi- 
nally were passed. Here is a list 
of the fifteen fair trade states: 
Arizona, California, Illinois, Iowa, 
Louisiana, Maryland, New Jersey, 
New York, Ohio, Oregon, Pennsy]l- 
vania, Rhode Island, Virginia, 
Washington, Wisconsin. 

Judge F. D. Close, of the New 
York State Supreme Court, in his 
opinion in the Doubleday-Macy 
case invalidating a section of the 
New York Fair Trade Act which 
is identical with that of California 
now upheld by the U. S. Supreme 
Court, said: “Unless the Courts 
are prepared to hold that by plac- 
ing his brand upon a commodity 
the producer retains a right in 
that commodity until it reaches the 
consumer so that he may fix its 
price at every stage of distribu- 
tion, this statute must fall.” 

Now the Supreme Court in a 
similar case testing exactly the 
same provision of the law, says 
that the courts are prepared to do 
this. Their decision reads: “We 
are here not dealing with a com- 
modity alone but with a commod- 
ity plus the brand or trademark 
which it bears as evidence of its 
origin and of the quality for which 
the brand or trademark stands. 
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By SAUNDERS NORVELL 


Appellants own the commodity; 
they do not own the mark or the 
goodwill that the mark symbol- 
izes. Any goodwill is property in 
a very real sense, injury to which, 
like injury to any other species 
of property, is a proper subject 
for legislation. It is well 
settled that the proprietor of the 
goodwill is entitled to protection 
as against one who attempts to de- 
prive him of the benefits result- 
ing from the same by using his 
labels and trademarks without his 
consent and authority.” 


Use of Trademarks 


The above is the gist of this 
far-reaching decision. The Court 
says further: “There is nothing in 
the act to preclude the purchaser 
from removing the mark or brand 
from the commodity, thus separat- 
ing the physical property which 
he owns, from the goodwill which 
is the property of another and 
then selling the commodity at his 
own price, provided he can do so 
without utilizing the goodwill of 
the latter as an aid to that end.” 
So you will see that the above rul- 
ing of the Supréme Court gives 
final answer to Judge Close’s ob- 
servation as to what the courts 
must do to uphold the fair trade 
acts, and it puts an end to all the 
unscrupulous efforts of those who 
seek to trade on other people’s 
names. Particularly note that if 
these price cutters wish to give the 
people lower prices, as_ they 
claim, they have the right to re- 
move the name or trademark on 
the goods and packages. They 
also have the right to advertise the 
goods, but not to use in their ad- 
vertising the trademarks, names, 


or descriptive matter that the own- 
ers may have placed on their 
trademarked goods and packages 
or used in their advertising. 

Manufacturers naturally have 
the right to produce two lines of 
goods, one line using their name, 
trademarks, descriptive matter, 
etc., and the other line without 
any of this matter. And they also 
naturally can sell the two lines at 
different prices, one line of course 
being more valuable by reason of 
the name, trademarks, advertising, 
etc. 

This recent decision of the Su- 
preme Court will naturally lead 
to a heavy increase in national ad- 
vertising and other methods by 
manufacturers, to increase the 
consumer demand and_ national 
goodwill for their products. 

The question: “What about spe- 
cial brands?” has been asked us. 
It is our judgment that if any 
wholesaler, chain store or others 
desite to bring out their own spe- 
cial brands and if they place their 
name on these goods, on the pack- 
ages, etc., they will have the same 
right as manufacturers to control 
their resale prices. In _ other 
words, if a manufacturer makes a 
special brand line without his 
name, trademarks, etc., for any 
customer, this manufacturer has 
no right to control the price at 
which these goods are sold. To 
repeat—his right to control only 
goes with the use of his name, 
brand, packages and advertising 
put out by him to make his goods 
known to the public. 

Some members of industry have 
been under the impression that the 
recent Patman law prohibiting 
price discrimination was a new 
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idea, and that it was suddenly 
sprung on the public. These 
people are very much in error. As 
a matter of fact, William H. Ing- 
ersoll, who was recently intro- 
duced at a meeting of the Sales 
Executives Club of New York as 
“the daddy of the Anti-Discrimi- 
nation Bill,” wrote articles and 
made speeches favoring anti-dis- 
crimination legislation before the 
Clayton Act was passed and be- 
fore the creation of the Federal 
Trade Commission. Excerpts from 
two addresses made by Mr. Inger- 
soll on this subject follow: 


“It is impossible here to go over 
in detail the anticipated savings 
which have not materialized, and in 
passing we might remark that there 
may be more than coincidence in 
the fact that the rise in the cost of 
living has been contemporaneous 
with the rise of the big middleman. 
They do not get lower price, but 
their high cost of operation and 
profit absorb most of the advan- 
tages, and investigation will disclose 
that they do not ordinarily sell more 
cheaply than the small stores. But 
even if they did, it wouldn’t prove 
any real economic superiority un- 
less they earned the lower prices 
which they enjoy by some form of 
service, because we could enable 
almost any man to prevail over his 
competitor if we allowed him 
enough of a preferential discount to 
overbalance any element of skill in 
merchandising. 

“Success under such conditions is 
winning by a fluke, and it is not an 
evidence of the superiority of the 
big organization that it can trample 
out smaller rivals when it has an 
extra bounty to work upon, unless 
it can be demonstrated that an 
equivalent for the lower prices en- 
joyed is returned. 

“We then come to this—is the 
quantity price justified? What is 
done to earn it? I am not prepared 
to say that those who buy in quan- 
tities are not entitled to a lower 
price in exact proportion to the sav- 
ings that their quantity orders per- 
mit, but the custom has grown up 
of allowing quantity discounts out of 
all proportion to the advantages 
they convey. Instead of the 20 per 
cent which probably approximates 
the additional discount given big 
buyers, it would amount to 1, 2, or 
3 per cent if measured according 
to the real advantages, but any such 
advantage would be absorbed by the 
higher operating expenses. 

“And to give big buyers the lower 
price if they do not earn it amounts 


to a conspiracy on the part of man- 
ufacturers to subsidize mere size 
and penalize simple ability unless 
accompanied by capital and to cre- 
ate a condition which puts a pre- 
mium on combination in the mer- 
chandising field. The big purchas- 
ers are not to be blamed for taking 
advantage of the conditions set be- 
fore them. 

“The manufacturers are responsi- 
ble for quantity schedules of dis- 
counts and they have built up these 
centralized institutions by their arti- 
ficial system of prices. It has not 
been intentional, it was originally 
intended to stimulate extra effort at 
a time when there was not the dis- 
proportionate size between  mer- 
chants. 

“With new conditions, manufac- 
turers have not realized until re- 
cently the effect of what they were 
doing, and of late some who were 
strong enough have adopted the flat 
price system. But in a land dedi- 
cated to the equal opportunity of 
all in proportion to their ability to 
serve the common good, we must 
not rest content until our laws pro- 
vide that we must not sell to each 
other on a basis of favoritism and 
that we must not give price conces- 
sions to one another without receiv- 
ing an equivalent. 

“Quantity prices disproportionate 
to the real savings gained must go 
and if schedules continue to dis- 
qualify smaller dealers, we must 
do as we have done with the rail- 
ways when we ruled that they come 
to the absolutely flat price to all 
shippers regardless of considera- 
tions beyond one carload. We may 
simply conclude that any success 
that has attended large retailers 
based on favored prices is not evi- 
dence of economic superiority, and, 
as a matter of fact, ‘many manufac- 
turers are selling their big custom- 
ers at prices lower than they can 
really afford, and then they are 
compelled to recoup on business se- 
cured at higher prices from smaller 
customers. In other words, they put 
a weapon in the hands of big men 
to undersell little men and then 
make the little ones pay for the 
weapon which wounds them.” 


= 2 oe 


“Under present conditions the in- 
dividual merchant is doomed. I 
know that there are some who re- 
gard this as a beneficence and I 
make no complaint that some men 
succeed more than others, but the 
elimination of the independent mer- 
chant cannot be said to be a good 
thing unless it is brought about by 
fair and natural causes. 





“If it is accomplished by unfair, 
unsound and artificial methods, it 
cannot but have an unhappy effect 
upon a people which tolerates sur- 
vival on such a basis. 

“I simply point out in passing that 
our present unscientific method of 
granting quantity prices puts a pre- 
mium upon mere size, and furnishes 
an over-incentive to large capital to 
buy up a sufficient number of stores 
to secure a large enough output to 
command lower prices, and with the 
advantage of these lower prices, to 
undersell and eliminate the indi- 
vidual merchant of the country. 

“If it were customary to scale 
quantity discounts upon any scien- 
tific measure of the real advantage 
which the quantity orders conveyed, 
we might say that we were having 
a test of the genuine efficiency of 
large units; but when we remember 
that manufacturers generally give 
quantity discounts which are out of 
all proportion to any savings which 
the quantity orders permit, we must 
acknowledge that when all of the 
business comes at the lowest quan- 
tity prices, the manufacturers will 
be compelled to raise those prices 
and the public will have no advan- 
tage in the end, but necessity will 
have eliminated unfairly the many 
independent merchants who for- 
merly competed for patronage.” 

In Printers’ Ink of May 6, 1915, 
Mr. Ingersoll wrote quite a 
lengthy article on this subject of 
fair trade. In this article he 
clearly and definitely maintains 
that trademark rights are not sold 
with merchandise. Please note 
that this article was published 
twenty-one years ago. The Su- 
preme Court in its recent decision 
follows exactly the reasoning Mr. 
Ingersoll used at that time. He 
has now just prepared another 
article commenting very fully on 
this decision, for Printers’ Ink, 
that will be published in a few 
days. He has also recently writ- 
ten a book called “The Control of 
Resale Prices” published by Dart- 
nell in Chicago, and priced at 
$2.00. As this subject will no 
doubt be of great interest to manu- 
facturers and dealers in all lines, 
a careful study of Mr. Ingersoll’s 
book will be of great help in 
giving facts on the subject and 
also clearing up their minds on 
many problems involved. 

A letter sent to clients by Oliver 

(Continued on page 58) 
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HOUSEWIVES WHO WON'T TAKE ANY 
WOODEN NICKELS WILL PROBABLY GO 
FOR NEW WOODEN DISHES WHICH LOOK 
AND GERNE LIKE CHINA! THERES VO 
BREAKAGE RISK WITH THE DISHES RECEKTLY 
EXHIBITED IN LOS AK/GELES. 





SNR 






STOVE, A NATIVE ENGLISH 
WORD, ORIGINALLY 
MEANT A” HEATED ROOM,” 

OR” BATH ROOM’ 





























WS A RIFLE THAT A CH/SEL, 
WILL FIT IN THE 6 I/CHES 
PALMA OF YOUR LONG WAS 
KAND./ A427 OF THE FOUND IN THE STOMACH 


FAMOUS MIMMATURE COLLECTION OF A SALMON-TROUT 
OF BEMSAMIM HARRISOA/, CAUGHT BY LOREN LUCE, 
OF CHICAGO. ABERDEEN, WASH., 











ANGLER. 
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ROBERT P. JONES, presi- 
dent, The Jones Hardware Co., 
Lima, Ohio, began his hardware 
career, which covers a period of 
fifty-five years, as a youth of 
thirteen. His first business con- 
nection in the hardware field 
was made in 1881 when he was 
employed by Jones & Thomas, 
at London, Ohio, which affilia- 
tion continued until 1888, when 
he went to work for the Z. C. 
Miles Co., Seattle, Wash. After 
remaining with the latter firm 
for one year, he returned to 
Ohio and from 1889 to 1890 
was employed by The Black- 
wood Green Co., at Columbus. 
His next position, embracing the period from late 1890 to 
early in 1912, was with Thomas R. Jones & Son, Lima, 
Ohio. Following this he served the Jones Hardware Co., 
in the same city for four years, and in 1915 became 
associated with the Hartman Spring Co., Mansfield, Ohio, 
where he remained until March, 1917. A few months 
later he opened a hardware store in Lima, operating as 
R. P. Jones until May, 1924, when the firm was incorpo- 
rated and its present name adopted. For many years 
the store has been recognized as one of the most out- 
standing retail hardware establishments in the “Buckeye” 
state. Mr. Jones has always taken an active interest in 
civic affairs and for two years served as a city council- 
man in Lima. At 69 he reports his hobby as being “hard 
work and long hours.” 





ROBERT P. JONES 
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F. A. HEITMANN, presi- 
dent of F. W. Heitmann Co., 
Houston, Tex., wholesale hard- 
ware distributors, is active in 
the direction of that company 
at the age of 78. In 1881, the 
day after his twenty-third 
birthday, he joined the Heit- 
mann company which had 
been founded in 1865 by his 
father, F. W. Heitmann. In 
the early days the company 
imported heavy hardware and 
iron as not many products 
they handled were then made 
in this country. Civic affairs 
and banking have long been 
among the outside interests 
of Mr. Heitmann. He was an organizer and director of 
the Guardian Trust Co. of Houston and has served as a 
director of the South Texas Commercial Bank. Active 
in the local chamber of commerce for many years he is a 
former president of that organization. For many years he 
has owned good saddle horses in which he takes much 
pride. He is a past president of the National Wholesale 
Hardware Association and has served on many commit- 
tees of the association. Mr. Heitmann is one of Houston’s 
‘leading citizens. 





F. A. HEITMANN 


JOSEPH HARRY 
WALL, who is manager of 
the home and farm hardware 
department of Hall Hardware 
Co., Minneapolis, Minn., 
dealer owned wholesale hard- 
ware house, has been a hard- 
wareman for fifty-four years. 
Following a year at college he 
began his hardware career in 
1882 working for Smith & 
Day, Minneapolis, hardware 
dealers, first as a stockman and 
delivery boy and later as a 
sales clerk. When the busi- 
ness was moved to Bismarck, 
N. D., he was taken along to the new location remaining 
there for a year after which he returned to Minneapolis 
to work for T. M. Roberts, a hardware retailer. The 
Roberts business later developed into a mail order house 





JOSEPH HARRY WALL 
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with Mr. Wall in charge of the hardware department. 
While in the employ of the company he was married to 
Mr. Roberts’ secretary, Miss Henrietta Felts. From 1908 
to 1911 he was with Monitor Stove Co., as a traveling 
salesman and as a purchasing agent, leaving that or- 
ganization to join M. W. Savage Factories Co., Inc., Min- 
neapolis, as a hardware buyer. In 1913 he became af- 
filiated with Hall Hardware Co., his first duties being to 
buy all lines but heavy hardware which Mr. Hall pur- 
chased. Later with the growth of the business additional 
buyers were appointed. 


CHARLES F. LADNER, 
79 years old, looks back upon 
a hardware career that began 
in 1882 when he was a part- 
ner in the hardware, lumber 
and general merchandise busi- 
ness operated under the name 
of Hertle & Ladner in Arvilla, 
N. D. He remained in Arvilla 
until 1891 and the following 
year founded the hardware 
business which is today oper- 
ated as Charles F. Ladner 
Hardware Co., St. Cloud, 
Minn. The Ladner store was 
incorporated in 1907 and is 
today managed by his son, 
Karl N. Ladner, Mr. Ladner 
being president of the firm. Long active in association 
affairs he was the organizer, in 1897, of the Minnesota 
Retail Hardware Association and served as its president 
the first two years of its existence. From 1905 to 1916 
he was a director of the National Retail Hardware As- 
sociation. He was one of the founders of the Hardware 
Mutual Fire Insurance Co. of Minnesota, which was or- 
ganized in 1899 and was its president from 1902 to 1934, 
being chairman of the board at the present time. He is 
chairman of the board of the Hall Hardware Co., Min- 
neapolis, and was its first president when it was organized 
in 1913. In addition to his activities in the hardware 
field he served the city of St. Cloud as mayor in 1897 and 
1898 and was chairman of the charter commission of 
that community from 1910 to 1912. Today the city oper- 
ates under the home rule charter proposed by that com- 
mission. Mr. Ladner is a director and vice-president of 


the Guaranty State Bank & Trust Co., St. Cloud, Minn. 





CHARLES F. LADNER 
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E| FIFTY-YEAR CLUB 


FRANK S. ROST, vice- 
president of Frankfurth Hard- 
ware Co., Milwaukee, Wis., 
wholesale hardware  distrib- 
utors, began his hardware 
career Jan. 30, 1882, at the age 
of 19 as a porter for Schreiber, 
Conchar & Co., Dubuque, 
Iowa, wholesale hardware 
house. Three years later he 
entered the employ of Andrew, 
Tredway & Sons, also of Du- 
buque, joining the Frankfurth 
Company on Jan. 1, 1888. Mr. 
Rost traveled in northern Iowa 
and southern Minnesota for 
six years, part of that period 
for Frankfurth. In 1891 the 
Frankfurth Hardware Co. took him off the road to make 
him a buyer. Twenty-nine years ago he entered the old 
Milwaukee Law School, later merged with Marquette 
University and in 1910 he took and passed the state bar 
examination, being admitted to the bar. He has served 
as a director of the Milwaukee Association of Commerce, 
as a member of the Milwaukee County Boy Scouts Council 
and as a director and vice-president of the Rotary Club 
of Milwaukee. His hobbies are his grandchildren and 
trout fishing. Mr. Rost tells us that his working hours, 
when he first entered the hardware business, were ten 
hours a day, six days a week with no extra compensation 
for overtime. Vacations were then few and far between 
and hard to obtain as it “required Courage and a good 
excuse to get one.” 





FRANK 8S. ROST 








If you or one of your hardware friends 
have been in the hardware business Fifty 
Years or more—you are eligible for 
membership in the Hardware Age Fifty 
Year Club. Let us know.—The Editors. 
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Letters to 


Appreciates Our Efforts for Independents 


I can truthfully say the hardware 
business has never been hard work 
for me, as I have always enjoyed 
working on its detail and working 
out its problems. For the past ten 
years of changing business condi- 
tions the problems have increased 
and the old method of solving them 
cannot be used successfully today. 
The time has come when the old 
hardware man must take up the 
spirit of aggression in regarding the 
losses to the chain and department 
stores. We believe the hardware 
man of today realizes the fact that 
this is a new era in hoth buying 
and selling. 

We believe manufacturer, jobber 


and retailer have all been wrong in 
their operation, but we believe the 
manufacturer has been the worst of- 
fender with secret rebates, bonuses, 
etc. It may be the Robinson-Patman 
bill will have some effect, but not in 
its present form. It will require 
many amendments and court deci- 
sions before the independent hard- 
ware man will get a square deal. We 
appreciate your efforts for the inde- 
pendent hardware man. They are 
well prepared and presented and 
the trade should benefit by them. 


J. H. Gatioway, 
Ayers & Galloway Hard- 
ware Co., Inc., 


Middletown, N. Y. 





Rubber Stamp Prevents ‘Chiseling’ of Orders 


Thanks for your letter of the 7th 
inst., also copy of letter of Nov. 20 
to Mr. Charles J. Heale, Editor, 
regarding the unfair practice of 
some manufacturers towards their 
sales representatives. 

As an active member of the 
United Commercial Travelers of 
America, Buffalo Council, No. 7, it 
is my intention to try and have my 
local Council foster a movement in 
our State Convention in June, 1937, 
to be presented in a resolution to 
our National Convention to have a 
clearance house where the members 
could voice their grievance and have 
a list of such manufacturers for- 
warded to each Council in the 
United States and Canada to be 
brought before the members as a 
whole. 

From my own personal experience, 
covering a period of fourteen years 
as a manufacturer’s agent, I have 
come in contact with some manu- 
facturers who will call their sales- 
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men in convention to be addressed 
by the officers of the company as to 
the straightforward sales _ policy 
they adhere to ‘regarding giving 
salesmen credit for all sales coming 
out of an allotted territory—call his 
sales force the “Conquering Force” 
exhort them to go out and check on 
prices, etc., their merchandise is be- 
ing sold for by the jobber to the 
dealer and the dealer to the con- 
sumer—and turn right around in the 
next breath by chiseling the sales- 
man out of mail orders. 

I had one manufacturer give me 
a written contract that I was to get 
100 per cent cooperation, get credit 
for all mail and personal orders 
coming from an allotted territory. 
After I had developed quite a 
few accounts another salesman 
came into the territory, calling on 
the trade in cities some few miles 
away from my headquarters, think- 
ing no doubt that I would not call 
on these accounts as often as I 
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would on those adjacent to my home 
town and after I discovered this 
other salesman calling on the trade 
and called the factory’s attention, 
they promised to recall the salesman, 
who, I found out afterward, was 
traveling under an assumed name, 
being in reality a member of the 
firm. 

This same manufacturer will ad- 
vertise in the trade papers all about 
the quality merchandise they make 
and sold on a four square sales pol- 
icy basis. 

While I was employed by the 
Pinkerton Detective Agency some 
years ago, I thought I was aware 
of the chiselers, legalized thieves, 
etc., but I can assure you I cer- 
tainly have come in contact with 
some manufacturers in recent years 
who do everything possible to elim- 
inate an account or two off the 
salesman’s monthly or weekly com- 
mission statement. 

I had a rubber stamp made, 
which I stamp on all correspon- 
dence, catalogs, etc., I might write 
or distribute, also all copies of or- 
ders left with the trade. 

It might be well for some of the 
other boys to adopt same. 

Wishing you best of everything in 
behalf of myself and the rest of the 
boys, I am, 

F. SCHIFERLE, 
Buffalo, N. Y. 


One of Our Best Jobs 


This (Salesmen Editorial, Nov. 19, 
1936, page 29) is one of the best 
jobs your editors have ever under- 
taken. I am sure the salesmen, as 
a whole, appreciate it and show it 
by helping to make it (HARDWARE 
Ace) and keep it the leader in the 
field. 

F. R. Detuart, 
Bloomington, IIl. 


HARDWARE AGE 
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The salesmen, who are the main 
and deciding factors in creating 
profits are quite often the first to 
receive a salary cut or be let out, 
and they are the last to receive a 
wage increase. 

The problems of the salaried sales- 
men are minor and mild, compared 
to the past and present abuses, 
heaped upon the shoulders of many 
factory and jobbers’ commission 
salesmen. In this class, we note a 
high type class of experienced sales- 
men, who have the ability, and cour- 
age to devote their time, and finance 
a firm’s sales expense in exchange 
for a contract that plainly specifies 
a fair commission rate. Copy of all 
invoices and correspondence. Pro- 
tected territory. Credit for mail or 
phone orders after calling on dealer. 
Commission check first of each 
month for all goods shipped. Com- 
missions for all accepted future or- 
ders at time of leaving employ. Ex- 
tra commission for collecting all past 





Commission Salesmen 


due accounts, where it is customary 
for the employer to operate under 
a credit manager or pay agencies or 
lawyers ten to forty per cent com- 
mission fees on past due accounts. 

Many salaried salesmen do no 
collecting. Why the commission 
salesmen? 

Many firms are experts in com- 
posing legal trick want ads, and 
evading facts in their correspon- 
dence, and fulfilling the terms of 
salesmen’s contracts or agreements, 
depriving them of millions in earned 
commissions. The salesman that 
contemplates entering the commis- 
sion game should analyze the propo- 
sition thoroughly, before paying out 
his hard-earned cash. 

My commission friends are paying 
the added fifteen per cent living 
costs, but they fail to report an in- 
creased commission rate on merchan- 
dise that advanced twenty to thirty 
per cent. 


—C. E. B. 





Union Labor on Sign Installation 


As I had pickets outside of my 
store when a neon sign was being 
installed, I wish to make it known 
through your column, that one 
should be careful that the sign is 
made by a company that employs 
Union Men of Electrical Local No. 3. 


International Brotherhood of Elec- 
trical workers. 

I was told it was to be a strict 
union job, but later found that the 
men doing the work belong to a 
company union, with no affiliations, 
and call themselves Local No. 14. 

Jamaica, N. Y. 





Predicts and Protests Government 
Subsidizing of Cooperatives 


Thank you very kindly for yours 
of November 14 and I am sure you 
have stated the situation correctly 
when you surmise that I was re- 
ferring to the National Wholesale 
Hardware Association which recent- 
ly met at Atlantic City. I also thank 
you for sending me a copy of the 
resolution they adopted.* 

The resolution sets forth that “the 
establishment of subsidized con- 
sumer cooperatives by federal and 
state authority ... would practically 
eliminate every wholesaler and re- 
tailer in the country, destroy a capi- 
tal investment of many millions of 
dollars, etc.” Please note the under- 
lined words and consider whether 
or not consumer cooperatives will 
produce the results of which the 
resolution expresses fear, whether 
established by governmental author- 
ity or by private interests. In other 
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words, is it not true that this is a 
capitalistic country and has it not 
been that the American people pros- 
pered under the capitalistic system 
to the extent that one who possessed 
ambition, energy and thrift and 
other primitive virtues could earn a 
livelihood plus, if he applied him- 
self? Such being the case, will not 
consumer cooperatives established by 
private interests produce the same 
results as if established by govern- 
mental authority? I appreciate that 
the results would come more quick- 
ly and be more devastating to our 
present system if the government 
fostered and encouraged the move- 
ment; however, will it not be the 
same in the long run? 

I fully and thoroughly agree with 
the attitude of the National Whole- 
sale Hardware Association, and be- 
ing in the insurance business, I call 


your attention to the fact that the 
hardware industry has done more 
to encourage cooperative insurance 
in the form of mutuals and recipro- 
cals than any other industry, at least 
this is my opinion. The hardware 
industry has taken the viper into its 
bosom and the viper now bares its 
fangs to strike its benefactor. It ap- 
pears to us that the trouble with in- 
dustry and commerce teday is that 
each fellow wants his own business 
or industry protected, but not the 
other fellow’s. Each wants to pur- 
chase the other fellow’s goods on a 
mutual or cooperative basis, but sell 
his on a profit basis. Practically 
every hardware merchant in our 
town and some individuals who are 
connected directly or indirectly with 
those firms, carry their insurance 
through hardware mutuals which 
have no agents, and apparently 
avoid in every way possible the pay- 
ment of just and legal imposts in 
the form of license fees by the city 
government. One such mutual fire 
insurance association was, as I un- 
derstand it, organized by the retail 
hardware merchants of North and 
South Carolina. These mutuals are 
not directly subsidized by any gov- 
ernmental unit; however, in the past 
they have been given preferential 
treatment and they are to our busi- 
ness exactly what cooperative hard- 
ware buying and selling will be to 
the hardware business. 

I believe cooperative merchandis- 
ing is coming to this country and 
when it comes it will be fostered by 
our government, I am sorry to say, 
and it will not be done in any 
half-way manner. It will not grow 
as slowly as it has in European 
countries, but will be done in the 
characteristic American manner of 
doing things in a big way. It will 
be a sad day for our country, in 
my opinion, when the government 
announces that it will subsidize and 
foster cooperative merchandising, but 
the hardware retailers must remem- 
ber that they are simply reaping 
what they sowed. 

I hope you will understand that 
the above is written entirely in a 
spirit of friendly discussion and I 
would greatly appreciate your com- 
ments, editorial or otherwise, to the 
end that American business men may 
endeavor to preserve the systems 
which have made our country as big 
and as great as it is today. 


Tuomas R. MILLER, 
Florence, S. C. 


City convention opposing Federal Gov- 
ernment activity in behalf of consum- 
ers’ cooperatives. 
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Likes Hardware Age Work on 


Robinson-Patman Legislation Report 


I want to compliment you on your 
very interesting and instructive mag- 
azine. The hardware trade is very 
fortunate in having a magazine such 
as yours cover the field. 

Your work on the Robinson-Pat- 
man Bill before and since its passage 
is commendable. I think that Act 
will do more to give the small dealer 


a place in the sun than any other 
feature. I don’t think the merchants 
themselves are trying to get the idea 
of the Act before the people. If 
they would only do this I think we 
might be able to look back at the 
period as the turning point for an 
upward swing. 
Harry YARNER 





Would Better Salesmen’s Conditions 


I wish to congratulate you upon 
your article in the HAarpwarRE AGE’s 
issue of November 19, on what has 
and is being done for the Salesmen. 

I am probably interested in more 
points in this article than many of 
your readers. 

First: I have been a salesman for 
the past twenty years, and have 
worked on many set-ups—salary, 
commission, drawing account and 
commission. In each case, every time 
your sales are built up to where you 
are making a little money, a change 
would be made by the House, so as 
to cut down your income. The sales- 
men in the hardware field, today, 
are the poorest paid commercial 
men in the profession. 

Second: I am interested in this 
from a commercial men’s organi- 


zation, of which I am State Secre- 
tary. At present we have 5500 
Members in the State of New York, 
and 70,000 in the United States and 
Canada. We have, and are now 
working on, many plans to help the 
working conditions and income of 
the commercial man. Therefore, I 
shall be pleased to help in any way, 
both you and your associates, to 
carry on this good work in bettering 
the conditions, so the commercial 
man can be placed on the basis 
where his income is in line with his 
profession. 

Hoping you will keep up the good 
work through the Harpware AGE, 
and with kind regards, I am 


Harry JOHNSON, 
Middletown, N. Y. 





Uniform and Simplified Terms? 
Reader Invites Opinions 


At several past meetings of this 
association we have discussed the 
question of uniform and simplified 
terms. There has been an unusual 
amount of interest shown. We feel 
that the best possible consensus of 
opinion can only be obtained by hav- 
ing as many opinions as we can get 
from as many sources as possible. 

A number of jobbers in New 
York, all selling to the retail hard- 
ware and house furnishing dealers, 
were asked what their terms were 
—to state just when a debtor could 
discount and just when the bills 
would be due net. What was the 
result? There are about as many 
different sets of terms as there are 
jobbers and almost as many different 
interpretations. We wonder no 
longer why it is that many debtors 
pay according to custom and ignore 
the terms. 

For example, here are just a few 
of the actual terms of the leading 
jobbers: 
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1. Two per cent cash discount only 
for payment on or before the 10th of 
the month following date of invoice or 
60 days net. Interest charged after 60 
days. 

2. Two per cent 10 days or 30 days 
net—on running accounts 2 per cent 
only if paid on or before 10th of month 
following date of purchases. 

3. Terms—30 days net. 

4. Terms—30 days net. 

5. Two per cent—l0th of following 
month from date of invoicc or 60 days 
net. 

6. Two per cent—l0 days—Net 30 
days. 

7. Two per cent—l0 days—Net 60 
days. 

8. Two per cent—if paid on or be- 
fore the 10th of the following month. 
(This concern does not mention net 
terms at all.) 

Interest chargeable on overdue ac- 
counts. 

Yet all of these jobbers admit 
that they allow a customer to dis- 
count on the 10th of the following 
month despite what their terms state. 





Since bills are discountable on the 
10th of the following month there 
is a great deal of confusion regard- 
ing net terms. We are quite sure 
the debtor who wants to pay 
promptly is confused and the credit 
man who wants to ask for the money 
must also be confused. For example, 
where the net terms are 30 days and 
customers are allowed to discount on 
the 10th of the following month, a 
bill purchased on the lst would be 
due net 10 days before it can be 
discounted. That is inconsistent and 
should be changed. 

For the sake of both debtor and 
creditor, for the sake of improved 
collections, in the interests of eff- 
ciency and common sense, the terms 
ought to be uniform and simple, in 
any trade. They should be removed 
from the sphere of competition. The 
customer will then understand them 
based on what they specifically state 
and not on what he thinks is the 
accepted custom. 

While we are not discussing the 
question of unfair deductions by 
debtors for unearned discount, we 
believe a clearer statement of terms 
will help to reduce such abuses. It 
must be very difficult for a credit 
man to try to get his customers to 
adhere to terms he does not under- 
stand himself and to which he must 
make many exceptions because of 
competition and varied interpreta- 
tions. 

The clarification of this question 
cannot help but react to the advan- 
tage of all concerned. We think 
that since it is the accepted custom 
to allow discount for monthly set- 
tlements, that it would be logical 
to have monthly net settlements. 
Since it is logical to allow discount 
for payments before the due net 
date, we think it is logical to charge 
interest on payments delayed too 
long after the due date. 

Our suggestion is terms such as 
these: 

Two per cent—for payment of entire 
month’s bills on the 10th of the first 
month following. 

Net—Entire month’s bills due on the 
10th of the 2nd month following. 


May we have your opinions on 
the suggested terms and on this sub- 
ject in general? 

M. T. D’AnprREA, Manager, 
Hardware & Paint Trades 


Credit Association, 
New York City 





Editor’s Note:—Readers are urged to 
comment on Mr. D’Andrea’s ideas on 
simplified and uniform terms. Such 
letters will be offered to the trade in 
these pages and should be signed. 
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Hardware Division Committee Is Being Formed 
To Sell New York World's Fair Bonds 


John H. Towne heads the Hardware Division. Several promi- 
nent hardware men have already volunteered to serve on the 
committee. The metropolitan hardware trade's quota is $100,- 
006 worth of the 4% debenture bonds of the World’s Fair of 


1939. 

Pledging their efforts to dis- 
tribute the trade’s allotment of 
bonds to finance the New York 
World’s Fair of 1939, a number 
of prominent members of the 
metropolitan hardware industry 
held a luncheon meeting at the 
Uptown Club, New York City, on 
Dec. 17, and formulated prelim- 
inary plans for canvassing all of 
the outstanding hardware manu- 
facturers, wholesalers and retail- 
ers in the metropolitan area. 

Chairman John H. Towne, 
secretary of the Yale & Towne 
Mfg. Co., who presided at the 
meeting declared that he was 
delighted with the results so far 
achieved, and said that he an- 


ticipated adding other well 
known hardware men to his 
volunteer committee, which as 
now constituted consists of: 


Messrs. B. F. Harrison, treasurer, 
R. K. Carter & Co.; Clifton Mc- 
Kenna, manager of the New 
York office of P. & F. Corbin; 
James H. Oliver, president of 
Oliver Bros., Inc.; Frederick 
Pfeifer, eastern representative of 
the Payson and other manufac- 
turing companies; F. W. Rob- 
bins, New York representative 
of Sargent & Co.; Seymour Sears, 
vice-president of the Tucker Co., 
Inc., and Edward S. Norvell, 
New York office of E. C. Atkins 
& Co. Special trade committees 
are being formed to canvass the 
trade in Brooklyn, Queens and 
the Bronx, and Russell A. At- 
kinson, of the retail hardware 
firm of R. J. Atkinson, Inc., 
will serve as chairman of the 
Brooklyn sub-committee which is 
now being formed. 

It was pointed out at the meet- 
ing that benefits to trade and 
industry as a result of the Fair 
are expected to exceed $1,000,- 
000,000, according to authorita- 
tive studies which have been 
based on the experience of pre- 
vious Fairs. Mr. Towne expres- 
sed the belief that the general 
feeling in the hardware trade is 
that the bonds are a constructive 
investment, not only because of 
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their intrinsic merit, but also be- 
cause of the increased business 
the Fair will bring directly and 
indirectly to the hardware in- 
dustry. 

The financial plans for the 
Fair were outlined by Joseph 
Bame of the Commercial Bank 





J. H. TOWNE 


& Trust Co., who is a vice- 
chairman of the city-wide Bond 
Sales Committee. Mr. Bame ex- 
plained that although a total of 
$125,000,000 is to be invested in 
the Fair, that it has only been 
necessary to ask for public par- 
ticipation in pre-fair financing 
to the extent of $27,829,500. The 
bonds will mature in 1941 and 
bear 4 per cent interest. In 
providing for their amortization 
a substantial portion of the gen- 
eral admission fees will be “ear- 
marked” for this specific pur- 
pese. 

The committee which Mr. 
Towne is organizing is one of 
seventy similar volunteer groups 
which are being formed by trade 
and industry to distribute the 
bond issue. 

CARSTENS IS PRES. OF 

HARDWARE SQUARE CLUB 


George Carstens, Topping 
Bros, New York City, was 
elected president of the Hard- 
ware Square Club, No. 675, at 
the December 15 meeting held 
at the Masonic Temple, 71 W. 
23rd St., New York City, to 
succeed L, M. Edwards, Ameri- 
can Saw & Mfg. Co. Harry 





Kornrumph, Long Island Hard- 
ware Co., Long Island City, N. 
Y., was elected first vice-presi- 
dent and Roy Fowler, Franklin 
Hardware Co., New York City is 
second vice-president. Other 
officers are: secretary, Ralph S. 
Allen, Diamond Expansion Bolt 
Co., New York City; financial 
secretary, John H. Tracy, The 
Rawlplug Co., Inc., New York 
City; treasurer, Albert Westphal, 
New York City, Corbin Screw 
Co., and trustee, L. M. Edwards. 

Entertainment, _ refreshments 
and special Christmas decora- 
tions including a Christmas tree 
made the evening a real Christ- 
mas meeting. The January 
meeting program will include 
installation of officers and bridge. 








W. G. HUME 


Manager of sales of wire products, 
Pittsburgh Steel Co., Pittsburgh, 
Pa., whose appointment .was an- 
nounced in the Dec. 17 issue of 
HARDWARE AGE. 


MILLER HARDWARE 
CHANGES NAME 


The Miller Hardware Co., 
Olean, N. Y., has changed its 
name to A. E. Ewing Co. The 
management and owners of this 
38 year old firm remain un- 
changed. A. E. Ewing has been 
president and treasurer and 
principal owner of the Miller 
Hardware Co. for more than 25 
years. In addition to its hard- 
ware lines, the store carries com- 
plete lines of housefurnishings. 








LAMP SALES CAMPAIGN 
SELLS 1,677,000 LAMPS 
IN PHILADELPHIA, PA. 


The Fall Lamp Campaign, 
sponsored by The Electrical As- 
sociation of Philadelphia, with 
the cooperation of the three 
manufacturer members of the as- 
sociation — Incandescent Lamp 
Department of General Electric 
Co., Nela Park, Cleveland, Ohio; 
Westinghouse Lamp Co., New 
York City and the Hygrade-Syl- 
vania Corp., Salem, Mass., and 
the distributor members selling 
these lamps through retail deal- 
ers throughout Philadelphia and 
surrounding counties sold 1,- 
675,596 lamps during the thirty- 
one days of the activity. The 
total sales received from the 
campaign, having a retail value 
of $251,494.12, during the cam- 
paign showed an increase of 
approximately 18 per cent over 
the total received from a similar 
activity conducted in October, 
1935. 

It is estimated that approxi- 
mately 33 1/3 per cent of the 
total sales were made by dealers 
to industrial and commercial es- 
tablishments and the remaining 
662/3 per cent it is estimated 
were sold to domestic customers. 
According to this estimate, a to- 
tal of 558,865 lamps were sold to 
industrial and commercial estab- 
lishments and 1,117,731 lamps 
were sold for domestic use. The 
above figures do not include 
sales by the utility company, nor 
sales to the City of Philadelphia, 
school houses or other institu- 
tions of this type. 





CENTRAL N. Y. DEALERS 
HOLD CHRISTMAS PARTY 


More than eighty members 
and guests attended the annual 
Christmas party of the Central 
New York Retail Hardware As 
sociation held December 14 at 
“The  Liederkranz,” Syracuse, 
N. Y. John C. Baur, president 
of the association, welcomed the 
guests and Harold W. Allen, 
Clinton, N. Y., president of the 
New York State Retail Hardware 
Association, was the guest of 
honor. The program included 
dinner, an excellent floor show 
and was followed by an ex- 
change of gifts among the mem- 
bers present. 





HARDWARE AGE 











ARE 


ign, 
As- 
with 


 as- 
amp 
tric 
110; 
New 
Syl- 
and 
ling 
eal- 
and 


ers 
1al 
ral 
\s- 


se, 
nt 


ire 


AGE—WHILE IT’S NEWS 


F| THE TRADE 














DECEMBER 31, 1936 











COPELAND ESTABLISHES 
OWN SALES ORGANIZATION 


Plans for a country-wide ex- 
pansion of its sales outlets dur- 
ing 1937 were recently announced 
by Copeland Refrigeration Corp., 
Detroit, Mich., through Dallas 
E. Winslow, president of the or- 
ganization. As of Dec. 1, a com- 
plete factory and field sales or- 
ganization was established to 
undertake the new _ program. 
“During the past year, as the 
industry knows, Copeland house- 
hold refrigeration sales have 
been handled by the Truscon 
Steel Co. field organization,” said 
Mr. Winslow. “Marked progress 
was made during this period.” 

By taking over the work done 
by the Truscon organization, 
Copeland will have direct rela- 
tionship with its distributors and 
dealers. In addition to establish- 
ing its own factory-directed sales 
organization the company has 
stepped up its production facili- 
ties and has improved its prod- 
uct. New models have been added 
to give dealers a complete range 
of sizes. . 

James D. McLeod is general 
sales manager and W. G. von 
Meyer is sales manager of the 
new sales organization. Mr. Mc- 
Leod has been a sales executive 
for many years, including twelve 
years on the sales staff of the 
Chevrolet Motor Co. Mr. Mc- 
Leod is well known as vice-presi- 
dent and director of the Whit- 
wood Engineering Corp. of 
Detroit and as a director of the 
Unitor Corp. of Detroit. 





UNDERHILL CLINCH ADDS 
TO SALES STAFF 


Underhill Clinch & Co., 76 
Ninth Ave. New York City, 
wholesale distributor of general 
hardware and electrical supplies 
has added four new salesmen to 
its staff, covering New York and 
the metropolitan area. Chas. A. 
Seitel, 54 Yale St., Maplewood, 
N. J., who was formerly asso- 
ciated with C. A. Seitel Co., 
will cover parts of New Jersey. 
Robert Millner, 185 Great Kills 
Rd., Great Kills, Staten Island, 
formerly associated with the 
Masback Hardware Co., will 
represent Underhill Clinch in 
the Staten Island territory. Nah- 
lon B. Rattay, 7 Surrey Ave., 
Ventnor, N. J., will cover the 
Jersey shore from Atlantic City 
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to Long Branch. M. W. Flagg, 
74 Woodland St., Bristol, Conn., 
will cover the North and West 
sections of that state. He was 
formerly associated with John 
Russell Co., Holyoke, Mass., and 
prior to that with the Supplee 
Biddle Hardware Co., of Phila- 
delphia. 

Underhill Clinch & Co. has 
also issued a “Holiday De- 
veloper” which is in the form 
of a catalog. It presents many 
carefully selected items in de- 
mand at this time of the year. 
Each item is illustrated and 
described, price information be- 
ing included. Among the items 
shown were Christmas decora- 
tions, flashlights, electric ap- 





pliances, cutlery, snow shovels, 
etc. 


STEEL EXECUTIVES ON 
BIRMINGHAM CHAMBER 


Leslie E. Geohegan, vice-presi- 
dent and general manager of the 
Gulf States Steel Co.; Wade H. 
Oldham, vice-president of the 
Republic Steel Corp.; H. A. 
Berg, president, Woodward Iron 
Co.; Karl Landgrebe, vice-presi- 
dent of the Tennessee Coal, Iron 
& Railroad Co., and Herbert P. 
Ladds, vice-president and general 
manager, Lamson & Sessions Bolt 
Co., have been elected directors 
of the Birmingham, Ala., Cham- 
ber of Commerce. 





Thirty representatives of lead- 
ing hardware manufacturers and 
New York City distributors met 
at the Railway-Machinery Club 
on Wednesday, Dec. 16, 1936, to 
form a new hardware organiza- 
tion. It will be a strictly social 





H. L. GILLIAM 


body, meeting monthly at lunch 
to enable hardware distributors 
and manufacturers to get better 
acquainted. In the distributor 
group firms in the wholesale 
hardware, mill supply and con- 
tractors’ supply fields will be 
welcomed. No name has been 
selected as yet but officers were 
elected at this the second meet- 
ing of the group as the general 
opinion expressed was favorable 
to the idea. 

H. L. Gilliam, Wood Shovel 





& Tool Co., who has been the 





H. L. Gilliam Heads New Hardware Group 
E. S. Norvell Secretary New Organization 


moving spirit in the organization 
idea, was chosen as president of 
the group. E. S. Norvell, E. C. 
Atkins & Co., is the secretary. 
The three vice-presidents, elected 
in the order named, are: William 
Edwards, Federal Hardware Co.; 
Andrew Dienst, A. P. Dienst Co., 
Inc., and Warren E. Clapp, Yale 
& Towne Mfg. Co. 





E. 8S. NORVELL 


Mr. Gilliam explained that the 
new group will pattern largely 
after the very successful fifty- 
year-old group in Philadelphia 
and that by-laws and suggested 
names will be offered some time 
in January at a meeting to be 
announced later. It will be a 
Dutch Treat lunch club meeting, 
at a place and time which ap- 
pears to be convenient to the 
majority. 





WALL ROPE EXPANDS 
SERVICE FOR WEST 


Wall Rope Works, Inc., 48 S. 
Street, New York City, recently 
opened a Chicago branch office 
at 671 Orleans St., in charge of 
Leo J. Ittenbach, where a large 
and complete stock to cover the 
rope requirements of that area is 
carried. Increased demand for 
Wall products in the west 
prompted the company to open 
its new branch. 

Warren D. Taylor, 821 Folsom 
St., San Francisco, Calif., who 
is well known in marine circles 
is Pacific Coast manager for 
Wall Rope Works, Inc. Dis- 
tributors representing the Wall 
Rope Works along the coast are: 
The Gilmore Steel & Supply Co., 
San Francisco, Calif.; The Beebe 
Co., in Portland and Astoria, 
Ore.; The Campbell Hardware 
& Supply Co., Seattle, Wash., 


and the Hordby Supply Co., 
Seattle. Adequate stocks of in- 
dustrial cordage, marine rope 


and fishing gear are available to 
the Pacific coast trade as the 
result of the expanded distribu- 
tion, 

The Wall Rope Works, Inc., 
was established in 1830 with a 
rope walk in Brooklyn and the 
company continued to expand its 
plant there. In 1903 the plant 
was established at Beverley, 
N. J., where today a_ highly 
mechanized rope-walk covering a 
half mile of ground and said to 
be the longest rope-walk in the 
world, is operated. 


BROOKLYN ASSOCIATION 
DISCUSSES LAWS, TAXES 


A. C. Flamman, New York 
City, of legal counsel for the 
Brooklyn Hardware Association, 
spoke on the Social Security Act 
and legal matters of interest to 
dealers at the December 10 meet- 
ing of the Brooklyn Hardware 
Association, held at the Johns- 
ton, Brooklyn, N. Y. Announce- 
ment was made that the January 
8 meeting would be a one night 
hardware show at which manu- 
facturers are invited to show 
their lines without charge. Ar- 
rangements for exhibiting at the 
meeting can be made through 
Ralph S. Allen, secretary, 48 W. 
Broadway, New York City. 
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BERGER MFG. CO. RE-ENTERS BUILDING PRODUCTS FIELD 


The Berger Mfg. Co., Canton, 
Ohio, Republic Steel Corp. sub- 
sidiary, will re-enter the build- 
ing products fabrication field, in 
which it has not been active for 
several years, with a complete 
line of building products, ac- 
cording to L. S. Hamaker, ex- 
ecutive vice-president and gen- 
eral manager. 


L. 8S. HAMAKER 


The new line will be manu- 
factured under the  Berloy 
trademark and will supplement 
the company’s present line of 
sheet metal products. R. IL 
Schuppener, who has had more 
than 20 years’ experience as a 
sales executive with the Milcor 
Steel Co., the Klauer Mfg. Co., 
and Wheeling Corrugating Co., 
will act as general sales manager 
of the new division. 

Among the products which the 
company will start producing 
shortly after Jan. 1 are eave 
troughs, conductor pipe, gutters, 
valleys, and ridgings. In addi- 
tion it will have complete lines 
of trimmings and accessories, 
galvanized and black sheets, 
ternes and coke plates. Other 
products will include roofing, 
siding, shingles, metal ceiling, 
metal lath, corner beads, chan- 
nels, and _ accessories. Metal 
windows, metal lumber, coal win- 
dows, wire products, furnace 
and ventilating pipe and acces- 
sories will also be produced. 

The new building line will 
utilize Republic products, in- 
cluding Toncan iron, copper 
bearing steel, and galvanized 
steel, and will be distributed 
through wholesalers and deal- 
ers. Where necessary, the com- 
pany will supplement its dis- 
tribution facilities with its own 
branches. 

Modern automatic equipment 
is now being instalied and it is 
expected that operations in the 
new department will start im- 
mediately after the first of the 
year. There is a possibility that 
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additional building space will 
have to be provided for the steel 
building products division. 


PORCELAIN ENAMELERS 
PLAN FOR 1937 


With a schedule of more than 
20 definite projects outlined for 
1937, the Porcelain Enamel In- 
stitute, 612 N. Michigan Ave., 
Chicago, reports that its plans 
are rapidly nearing completion 
for launching the greatest pro- 
gram in the industry’s history 
immediately after the first of the 
year. 

Prominent among the 1937 
projects are the first annual 
Enamelers’ Round Table Con- 
ference to be held in May at 
the University of Illinois; Porce- 
lain Enamel Week; develop- 
ment of an all-porcelain enamel 
kitchen; revision of the indus- 
try’s statistics as submitted to 
the Department of Commerce; 
trade show demonstrations and 
exhibits; publication of a hand- 
book on cast-iron enameling; 


retail sales training course; re- 


vision of terms handbook; es- 


tablishment of an industry ba- 
rometer, and an intensive drive 
for new members. 

More than two-thirds of the 
1937 budget had been subscribed 
by Dec. 1, over 40 firms having 


already subscribed their quota. 

At the three-day Round Table 
Conference next May, in addi- 
tion to the general sessions, 
which will consist of all-industry 
round table discussions, the out- 
line for a tentative program 
shows that sectional groups will 
discuss problems pertaining to 
the enameling of cast iron, sheet 
metal, and hollow ware. 


J. H. POHLSON HEADS 
LOS ANGELES GROUP 


J. M. Pohlson, National En- 
ameling & Stamping Co., was 
elected president of the Los 
Angeles Pot & Kettle Club at 
the December 1 meeting and 
W. R. Read, California Hard- 
ware Co., wholesale hardware 
distributors, was named first 
vice-president. Other officers 
are: second vice-president, T. M. 
Moroney, Union Hardware & 
Metal Co., wholesale hardware 
distributors; recording secretary, 
A. F. Wheeler, The Turner & 
Seymour Mfg. Co.; correspond- 
ing secretary, Carl Hobson, 
Harper & Reynolds Corp., whole- 
sale hardware distributors and 
treasurer, Al. Tengwald, Hughson 
& Merton, Inc., manufacturers 
representatives, Al. Howson, Par- 
melee Dohrmann Co. and H. 
Suprenand, manufacturers rep- 
resentative was elected directors. 

The November 17 meeting of 





the club had as its speaker, R. 
H. Cockfield, who gave the club 
some data on the consumption 
of electricity and the expected 
uses of it in the future. Jack 
Bacham, Jr., Hoffman Hardware 
Co., showed a reel of pictures 
taken at the last convention held 
at Yosemite. At the November 
24 meeting Jack Mohl, magician, 
entertained the club. 

Howard Sargent of the W. C. 
Hitt organization, manufactur- 
ers representatives, who recently 
returned from a trip to New 
York City told of the good time 
he had at the annual Metropoli- 
tan Hardware Association ban- 
quet. He brought a_ personal 
Christmas greeting from Charles 
J. Heale, editor, Harpware AcE. 


JOHN M. SWEENEY 
HEADS SALES SERVICE 


John M. Sweeney has been 
elected president of The Fed- 
erated Sales Service, Inc., Mar- 
keting Counsel, of 729 Boylston 
St., Boston, Mass., succeeding 
Walter A. Allen. Mr. Sweeney, 
who was one of the founders of 
the Sales Service, is a well-known 


JOHN M. SWEENEY 


speaker on distribution and its 
various phases and is noted for 
his work as a publishers’ repre- 
sentative. 

He has been actively engaged 
in the advertising business in 
New England for the past 20 
years. For eight years he was in 
newspaper work in Connecticut. 
In 1921 he founded the firm of 
Sweeney & Price, publishers’ 
representatives, representing na- 
tional magazines in New England. 
In 1932 Mr. Sweeney became 
connected with a Boston adver- 
tising firm as vice-president and 
account executive. 

Mr. Sweeney is a graduate of 
Yale of the class of 1910. 





BOOSTERS CELEBRATE 
AT CHRISTMAS PARTY 


The annual Christmas party 
of the Hardware Boosters at 
Pontin’s Restaurant, 47 Frank- 
lin St., New York City, Dec. 19, 
was the: largest Christmas cele- 
bration in the history of the 
organization, there being more 
than 130 hardware men and their 
guests present. A turkey dinner 
with all the trimmings was 
served and each guest received 
a gift of bags, including a va- 
riety of souvenirs and gifts. In- 
strumental numbers were played 
by Joe Sherman, accordionist, 
and Henry Weinrich, violinist, 
furnished by George T. Kohl- 
meier’s entertainment bureau. 
Group singing added to the 
gayety of the party. 

Robert L. Hammond, The 
Bunting Brass & Bronze Co., 
president of the Boosters, wel- 
comed the guests. In apprecia- 
tion of his services to the Boost- 
ers, Past President A. M. Phelan, 
Sharon Hardware Mfg. Co., was 
presented with a leather bag. At 
the head table were: Sydney 
Atkinson, president, Brooklyn 
Hardware Association; William 
Paaschen, representing The Nut- 
meggers; E. B. Gallaher, trea- 
surer, Clover Mfg. Co., and edi- 
tor, Clover Business Service, 
Norwalk, Conn.; Judge George 
Link, Jr.; Walter B. Dodge, gen- 
eral sales manager, The Yale & 
Towne Mfg. Co.; E. D. Jones, 
manager of trade sales, The Yale 
& Towne Mfg. Co.; Saunders 
Norvell, H. H. Groshong, Harola 
G. Blodgett, HarpwareE ACE, and 
Charles Heale, Sr. . 

The highly successful Christ- 
mas party was arranged by the 
entertainment committee led by 
M. E. Wyckoff, Hardware World, 
vice-president of the Boosters 
and chairman of the committee. 
Other members of the committee 
are: Roy C. Schmidt, Stanley 
Tools; Charles J. Heale, editor, 
Harpware AcE; Charles Pincus, 
The Stanley Works, and O. E. 
Watts, Sherwatt Equipment & 
Mfg. Co. 


NEIL MANAGES SALES" 
FOR WOOLSEY PAINT 


James W. Neil has been ap- 
pointed general sales manager 
for the C. A. Woolsey Paint & 
Color Co., 500 Grand St., Jersey 
City, N. J., in charge of adver- 
tising and general marketing. 
Prior to joining the Woolsey or- 
ganization he was for fourteen 
years vice-president of the Ameri- 
can Thermos Bottle Co., New 
York City, and had charge of 
sales for that company. In ad- 
dition to his experience with the 
Thermos Bottle company he had 
extensive merchandising experi- 
ence in other lines. 
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SHERWIN-WILLIAMS CO. ANNOUNCES NEW PRICE 
SCHEDULES TO COMPLY WITH TERMS OF 
THE ROBINSON-PATMAN ACT 


to be honest with ourselves and | but profits have been considered 


The Sherwin-Williams Co., 
Cleveland, Ohio, has notified its 
customers of the withdrawal of 
prices, price lists, classification 
of products, terms of payment, 
cash discounts, cumulative con- 
tracts and other arrangements 
issued prior to the announce- 
ment of their new dealer’s net 
price lists, in order to comply 
with the terms of the Robinson- 
Patman Act. Discounts off the 
prevailing dealer list price for 
the company have been an- 
nounced as: 

Quantity 

0 to 48 gallons 
48 to 96 gallons 
96 or more gallons 
Carloads (from factory points 
only.) 

Discount 
Net dealer’s price 
3% off net dealer’s price 
6% off net dealer’s price 
8% off net dealer’s price 

Products packaged and priced 
by the pound will be calculated 
at the rate of one gallon to each 
12 lbs. 

In announcing its new dealer 
list price schedules the company 
is emphasizing that it reserves 
the right to choose its custom- 
ers as well as the right to refuse 
any orders at any time. ; 

It has also pointed out to its 
customers that, “This law sub- 
stantially provides that it is un- 
lawful to discriminate between 
buyers of the same class for 
goods of like quality. In other 
words, no discrimination of any 
kind can be made hetween buy- 
ers purchasing in equal quanti- 
ties goods of like grade and 
quality. 

“Not only is it the duty of the 
seller to comply with this law, 
in order to avoid its drastic 
penalties, but the purchaser must 
do likewise, as it is a violation 
for a purchaser to knowingly 
receive a discrimination in price 
or services.” 

George A. Martin, president 
of the company, in an address 
before the recent convention of 
the National Paint, Varnish & 
Lacquer Association, said, “Much 
of the worry about the Patman 
bill, I think, can be entirely 
eliminated. I have tried to keep 
free from legal advice and legal 
talent, because I think we, as 
merchants and manufacturers 
should know what merchandising 
and manufacturing means for a 
profit. I do not think the coun- 
sels and attorneys are qualified 
to tell us about it. If we be- 
lieve and we know, and intend 
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with our competitors, we are the 
fellows to do the job... . 

“All that is required from my 
point of view, in this particular 
thing, is to eliminate all this 
chiseling, all this cutting prices, 
confidential secret discounts, spe- 
cial advertising allowances, spe- 
cial compensation for accepting 
damaged goods which are not 
damaged. As I said, there are 
many tricks in the trade which 
must be eliminated, and which 
will be eliminated under the 
Patman law. 

“T also believe we should level 
our price for the small man, to 
give him a chance. Prices can 
be established which are known 
to the world. If the manufac- 
turer has a policy, it is printed, 
»ublished and given to the 
world. Any violation of that, of 
course, makes us liable for dam- 
ages.” 

With reference to the Robin- 
son-Patman Act, Mr. Martin 
said, “We haven’t been in any 
agreements. We can’t get into 
any agreements. Prices have 
not been discussed or talked, 


Here’s the official insignia of the 
X Club, the organization of past 
presidents of the National Whole- 
sale Hardware, Southern Hardware 
Jobbers, American Hardware Man- 
ufacturers, Old Guard and Texas 
Wholesale Hardware associations. 
The lapel button is a blue circle 
with a white background and a 
golden “X”. Organized in April, 
1936, the X Club held its first an- 
nual meeting and banquet during 
the recent Atlantic City convention. 
Hereafter the organization will 
meet at all Southern and national 
wholesaler-manufacturer gatherings. 


NAMES DISTRIBUTOR 
FOR REPUBLIC PIPE 


Byrd Plumber’s Supply Co. of 
Cleveland has been appointed 
jobber of Republic steel pipe 
according to an announcement 
by N. J. Clarke, vice-president 


in charge of sales, Republic Steel | 
_ electrical appliances. 


Corp. 








so that profits will not be less. .. 

“TI further believe that for the 
benefit of the industry, and for 
the welfare of the individual, 
you will recognize that this is 
a law, and is going to be, irre- 
spective of what Congress may 
tell you. They may add amend- 
ments or make _ revisions, 
they have set up enough in it 
that we can take advantage of 
it and clean house.” 

Mr. Martin expressed the 
opinion in his address that, “The 
basic principles of the law are 
among the best things that have 
happened to our industry, ir- 
respective of others. The facts 
are that we, as an industry, have 
been unable to control ourselves 
as to our prices, terms, and con- 
ditions, resorting to all kinds of 
tricks of the trade. There is no 
way to correct that. The human 
element is the same the world 
over. And in our country, where 
we have grown to such large 
proportions, it is only natural to 
realize that we have grown along 
with many manufacturing indus- 
tries. 


COLEMAN LAMP & STOVE 
BUILDS PLANT ADDITION 





Work is being rushed on the 
modern two story structure that 


add 25,000 feet to the 
manufacturing space at the 
Wichita, Kan., plant of The 
Coleman Lamp & Stove Co. The 
program calls for an expenditure 
of about $100,000 including 
building and equipment and the 
new facilities will provide perma- 
nent employment for about one 
hundred more men. Unprece- 
dented increases for orders for 
gasoline and bottled gas stoves, 
oil burning heaters and natural 
gas floor furnaces, in particular 
made necessary the building of 
the new addition. 

A new enameling oven, ca- 
pable of baking about 1,000 
camp stoves daily, has _ been 
installed in an older part of the 
plant. The entire expansion is 
expected to be completed early 
in February but parts of the new 
building will be in use at an 
earlier date. 

At the present time The Cole- 
man Lamp & Stove Company is 
making a total of 81 gasoline 
pressure, kerosene pressure, nat- 


will 


ural gas, fuel oil, bottled gas and | 
| throughout the country. 


but | 





0. H. HUEBNER MANAGES 
ATKINS’ CHICAGO BRANCH 


Otto H. Huebner was recently 
appointed manager of the Chi- 
cago, Ill., branch of E. C. Atkins 
& Company, with his head- 
quarters at 1401 West Washing- 
ton Blvd., Chicago. He succeeds 
S. M. Perrigo, retired. 


0. H. HUEBNER 


Mr. Huebner is a native of 
Minneapolis where ten years ago 
he directed a mill supply dis- 
tributing house. Eight years ago 
he assumed the distribution of 
E. C. Atkins & Company prod- 
ucts exclusively in the Minne- 
apolis market. Included in Mr. 
Huebner’s territory are the fol- 
lowing states: Illinois, Wiscon- 
sin, Iowa, Minnesota, North and 
South Dakota, Nebraska and the 
Upper Peninsula of Michigan. 


GREAT LAKES EXHIBIT 
TO REOPEN MAY 239, 1937 


The 1937 Great Lakes Expo- 
sition will open May 29 on 
Cleveland’s 150 acre downtown 
lakefront exhibition grounds, 
where industrial achievements 
and agricultural activities of the 
entire nation will be in the spot- 
light fot 101 days through Sep- 
tember 6. The progress of 
factory, farm, mine and labora- 
tory will be dramatized on a 
broader scope than was permit- 
ted by the brief organization 
period last year, when the ex- 
position was conceived, designed, 
built and opened all within a 
period of 80 days. 

By extending the scope of the 
Exposition to embrace all phases 
of agriculture and enlisting the 
active participation of the na- 
tion’s foremost industrial groups, 
Lincoln G. Dickey, who will 
manage the Great Lakes show 
again in 1937, plans to take ad- 
vantage of the great wealth of 
exhibition material available 


39 








SKINNER HEADS SALES 
FOR RED JACKET DIV. 


Neil D. Skinner has been ap- 
pointed sales manager in charge 
of water systems for Red Jacket 
Mfg. Co., Davenport, Iowa. For 
the past ten years he was with 





NEIL D. SKINNER 


The Crane Co. as sales manager 
of the pump, water systems and 
water softener division, and trav- 
eled extensively during that pe- 
riod. Prior to joining the Crane 
organization he was in the retail 
plumbing and heating business 
with his father. 

Mr. Skinner is chairman of the 
Air Conditioning Committee of 
the National Association of Do- 
mestic & Farm Pumping Equip- 
ment and Allied Products Man- 
ufacturers. 


NEW YORK PAINTMEN 
HOLD CHRISTMAS PARTY 


There were more than four 
hundred paintmen, their friends 
and guests at the Christmas 
party held by the New York 
Paint, Varnish & Lacquer Asso- 
ciation and the New York Paint 
& Varnish Production Club at 
the Hotel Biltmore, New York 
City, December 17. A _ hearty 
dinner with turkey and all the 
“trimmin’s” was interrupted from 
time to time for group songs. 

Harry R. Hillman, Eagle Paint 
& Varnish Co., Brooklyn, N. Y., 
president of the New York 
Paint, Varnish & Lacquer Asso- 
ciation welcomed members and 
guests and called attention to 
the “ladies night” to be held in 
1937, at a date to be announced 
later, in celebration of the club’s 
fiftieth year. James A. Fred- 
erickson, John W. Masury & Son, 
Brooklyn, N. Y., vice-president, 
New York Paint & Varnish Pro- 
duction Club, made a brief ad- 
dress of welcome to the paint- 
men. 

An excellent bill of profes- 
sional entertainment followed the 


song numbers, acrobats, 
batic dancers, and a “hill billy 
number that brought forth much 
applause. Santa Claus wound 
up the evening’s festivities, 
cavorting around the ballroom— 
sometimes walking or dancing 
and at other times walking on 
his hands. Following the stunts 
by Santa Claus numerous gifts 
intended to add to the pleasures 
of a Christmas dinner were dis- 
tributed. 


acro- 
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TURNER, SALES MGR. FOR 
GLOBE STOVE & RANGE 


B. B. Turner, formerly of the 
sales department of the Globe 
Stove and Range Division of 
Globe American Corp., Kokomo, 
Ind., has been appointed general 
sales manager in charge of sales 
and advertising. His appointment 
became effective Dec. 1, 1936. 





B. B. TURNER 


Mr. Turner for the past year 
has been in charge of the com- 
pany’s sales promotion activities 
and has developed a sales plan 
which emphasized his company’s 
position over a period of more 
than 50 years as a strong sup- 
porter of the independent dealer. 
The company works through in- 
dependent dealers only. 

Maurice Smith will continue as 
assistant sales manager. 


D’ARCY, SALES MGR. 
FOR UNIVERSAL COOLER | 


H. A. D’Arcy has been ap- 
pointed domestic sales manager 
of the Universal Cooler Corp., 
Detroit, Mich. He has been cen- 
tral domestic regional sales man- 
ager of the company during the 
last year and comes to his new 
position well equipped through 
other executive sales work with 
Kelvinator, Westinghouse and 





Stewart-Warner. 
He organized the first retail | 
commercial sales department for 
Kelvinator at the Detroit branch 





dinner, including dancing and 
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twelve years ago. Later he pre- | 


pared the first commercial sales 
manual for Kelvinator at a time 
when Nizer compressors and 
brine tank low sides were prac- 
tically all that were available. He 
then became interested in sales 
of refrigerators to central stations 
out of the Kelvinator factory and 
was made western utility man- 
ager. 

When Westinghouse Electric 


and Mfg. Co. began its intensive 
sales activities on household 
refrigerators out of Mansfield, 
Ohio, Mr. D’Arcy was appointed 
the first utilities sales manager. 
Later he was in similar activities 
for Stewart-Warner out of Chi- 
cago. 

T. S. Pendergast continues as 
commercial sales manager of 





Universal Cooler. 








HARDWARE BRIEFS 








ARKANSAS 
H. R. Clark and D. D. Deaver 
recently opened the Clark- 


Deaver Hardware Co., Spring- 
dale, Ark. Mr. Clark has been 
in the hardware and furniture 
business in Springdale for the 
past eleven years. Mr. Deaver 
had been manager of the Spring- 
dale Cash Hardware Co. in that 
town in 1932. 


NEBRASKA 


Robert F. Pate has acquired 
the interest of W. B. Mills in 
the firm formerly known as Mills 
& Pate Hardware Co., McCook, 
Neb. Mr. Pate became a partner 
in the company in 1927. 


NEW YORK 


Kellogg Hardware Co., Mt. 
Morris, N. Y., has moved from 
Main St. to 10 Chapel St. in the 
same town. 


Scarsdale Housefurnishings, 
Inc., a hardware store recently 
opened at 60 Garth Rd., Scars- 
dale, N. Y., and affiliated with 
Larchmont Housefurnishings, 
Inc., carries full lines of hard- 
‘ware, housefurnishings and allied 
lines. 


OHIO 
The remodeled Lundy Hard- 


ware Store in Sandusky, Ohio, 
recently held a formal opening. 


TEXAS 


Joe Hyams, owner of the Quit- 
man Hardware Co., Houston, 
Tex., will open his second store 
at 313-15 San Jacinto St., Hous- 
ton, under the name of San 
Jacinto Hardware & Sheet Metal 
Co. Charles A. Beyer will man- 
age the new store. 


CALIFORNIA 


The Noonan Hardware Co., 
recently opened its new home at 





1419 Fourth St., Santa Monica, 


Calif. The new store is equipped 
with very modern display units 
and the entire store is depart- 
mentalized. 


Stevens Hardware Co., which 
entered business fifty-two years 
ago in Pasadena, Calif., recently 
opened new quarters at 26-28 E. 
Colorado St., under new man- 
agement—F. S, Smith and L. C. 
Dabareiner. Prior to buying the 
business the proprietors were 
connected with a mail order 
company in its retail stores. 


ILLINOIS 


Clarence Tudor recently pur- 
chased the interests of his part- 
ner, Clara Bruhn, in the Tuscalo 
Hardware & Supply Co., Tuscalo, 
Ill., and is now operating the 
business as Tuscola Hardware. 
Mr. Tudor will remodel’ the 
store and add two more depart- 
ments as well as a number of 
new lines of merchandise. 


INDIANA 


The Peter Beerck & Son har- 
ness store at 223 E. Main St. 
Madison, Ind., has recently ex- 
panded its business, with the 
addition of an extensive line of 
hardware to its harness and 
leather lines. The store has been 
remodeled and redecorated. 


MASSACHUSETTS 


Davis’ Hardware Stores, with 
headquarters in Boston, Mass., 
recently opened a branch store 
at 1617 Hancock St., Quincy, 
Mass. 


MISSOURI 


The McGregor Hardware Co., 
Springfield, Mo., will move 
from its quarters at 301 St. 
Louis St., to a new location on 
E. Water St., in the same city, 
upon completion of the new 
building to be erected at that 
site. The company has occupied 
the St. Louis St. premises for 
fifty-five years. 


HARDWARE AGE 
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JOHN S. DUKE 


John S. Duke, 71 years old, | 
a buyer for Raymer Hardware 
Co., 58-60 E. Fifth St., St. Paul, 
Minn., died recently from inju- 
ries received in a fall December 
2. Widely known in the build- 
ers’ hardware field he was with 
the Raymer company for more 
than forty years in the company’s 
builders’ hardware department. 
Members of the Duke and Ray- 
mer families had been associated 
in the hardware business for 
sixty years. A. C. Raymer, 
founder of the Raymer Hard- 
ware Co., originally worked in 
a hardware store operated in 
Omaha by Mr. Duke’s father. 
When Mr. Raymer entered busi- 
ness for himself in Omaha fifty 
years ago, John S. Duke went 
to work for him and when the 
business was moved to St. Paul, 
thirty-four years ago, he went 
to that city with Mr. Raymer. 

Mr. Duke is survived by two 
daughters, a brother and a sister. 





JOHN J. CONROY 


John J. Conroy, president, 
Elder-Conroy Hardware Co., 
Clarksville, Tenn., for twenty 


years, died recently in a hospital 
at the age of sixty-nine. Mr. 
Conroy had been in the hard- 
ware business in Clarksville for 
forty-five years. He was vice- 
president of the First National 
Bank and since its organization 
about twenty years ago was 
president of the Clarksville Hos- 
pital. He was active in the Red 
Cross and other philanthropic 
organizations. Four sons, a 
daughter and a sister survive. 





JOHN S. LOVATT 


John S. Lovatt, who was long 
active in the hardware business, 
died recently at the age of 65, 
following a heart attack, in St. 
Paul, Minn. Mr. Lovatt, who 
was the son of a United States 
customs officer, was born in 
China and came to this country 
at the age of four. He began 
his hardware career working for 
Farwell, Ozmun, Kirk & Co., St. 
Paul, Minn., wholesale hardware 
distributors, following graduation 
from high school. Later he went 
on the road for the former 
Hackett-Gates-Hurty company 
and later traveled for Simmons 
Hardware Co., St. Louis, Mo., 
wholesale hardware distributors, 
later representing Shapleigh 
Hardware Co. of the same city. 
For twenty years he operated a 
retail hardware store in Craw- 
fordsville, Ind., with W. I. Fell. 
Later he represented a funeral 





supplies house. Mr. Lovatt is 
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| survived by his son William H. 


Lovatt, Mrs. Lovatt and a 


daughter. 


WILLIAM HAGEN 


William Hagen, for many 
years an “inside” salesman for 


J. M. Warren & Co., Troy, N. 


Y., wholesale and retail hard- | 


ware firm, died recently at the 
age of 71, following a_ heart 
attack. He had been with the 


Warren company since 1879 and | 


was known to hundreds of the 
company’s customers. Mr. Hagen 
entered the National Guard in 
the early nineties, served on the 
Mexican border in 1916 as a 
sergeant and at the outbreak of 
the World War was made a lieu- 
tenant in the Second Provisional 
Regiment which took over the 
duties of the guard when his 
regiment went to France. Mr. 
Hagen was a member of the 
Harpware Ace Fifty-Year Club. 
He was active in church work 
and was particularly interested 
in young people’s work. 





EDWARD W. POPE 


Edward W. Pope, one of the 
founders of the Pope Mfg. Co., 
a pioneer in the bicycle manu- 
facturing business in this coun- 
try, died December 14 at his 
home in Newton, Mass., at the 
age of ninety-two. He and his 


cousin the late Col. Albert A. 


Pope, founded the Pope Mfg. 
Co., Edward W. being treasurer 
of the company and Col. Pope 
being president of the firm. The 
Pope company was a leader in 
the movement for better roads. 
Since 1898 Mr. Pope had de- 
voted his time to farming. 

For many years Mr. Pope was 
active as a trustee of the Boston 
Floating Hospital, and from 1927 
to 1931 was manager of the 
Floating Hospital. 





IRA R. SWISHER 
Ira R. Swisher, 60, widely 


known in the hardware business 
died recently at his home in 
Richmond, Ind. Mr. Swisher 
was vice-president and general 
manager of the former Jones 
Hardware Co., and was later 
with the Miller Bros. Hardware 
Co. For the past year he was 
associated with the Philip Birk 
& Son Hardware Co. 





JOHN DAY 


John Day, president, H. L. 


Judd Hardware Co., New York 
City, died December 11 at his 
home in S. Orange, N. J., at 
the age of eighty-eight. Mr. 
Day, who was a charter member 
of the 


Hardware Club, New 





UARY 





| York, had been in the hard- 
ware business in New York for 
| fifty-five years. 





CHARLES H. PARKER 


Charles H. Parker, treasurer, 
| Parker Bros., Inc., Salem, Mass., 
| manufacturers of games, died re- 

cently at the age of seventy- 
| seven. He joined his brother, 
George S. Parker, in 1888 in 
| founding the business. 





C. A. ROTH 


C. A. Roth, one of the or- 
ganizers of House-Hasson Hard- 
ware Co., Inc., Knoxville, Tenn., 
wholesale hardware distributors, 
died recently. Mr. Roth, who 
was a director of the company 
at the time of his passing, was 
a large stockholder in the com- 
pany and was for twenty-two 
years one of the firm’s leading 
salesmen. II] health forced Mr. 
Roth to resign seven years ago. 
He was well known and well 
liked in Knoxville and in the 
territory which he covered. 





WALTER C. TUCKER 


Walter Clemons Tucker, 75, 
Raleigh, N. C., hardware dealer, 
died recently. He was president 
of the Carolina Hardware Co., 
Raleigh, and had been active in 
business and civic affairs in 
Raleigh for more than fifty 
years. 


MRS. JOHN S. PAYNE 

Mrs. Alice Payne, wife of 
John S. Payne, former vice- 
president and general manager 
of the Simmons Hardware Co., 
St. Louis, Mo., passed away re- 
cently in San Francisco, Cal., 
following a year’s illness. 

The family moved to San Frane 
cisco about five years ago when 
Mr. Payne resigned from the 
Simmons company to become a 
manufacturers’ agent there. He 
was the Pacific Coast manager 
of the company in 1923 and re- 
turned to St. Louis in 1926 as 
vice-president and general man- 
ager. He resigned in 1930 to 
return to San Francisco. 

Mrs. Payne was a former presi- 
dent of the Eighth District 
Federation of Women’s Clubs. 





H. C. HARLOW 
H. C. Harlow, 63, vice-presi- 
dent and manager of the Bear- 
den Hardware Co., Bearden, 
Ark., died recently. Mrs. Har- 
low, a son and a daughter sur- 
vive. 


JAY BRACKETT 
Jay Brackett, 67, president and 





treasurer, Ilion Hardware Co., 





Ilion, N. Y., died December 14 
at his home in Mohawk, N. Y., 
after an illness of seven weeks. 
Mr. Brackett was a past presi- 


dent of the New York State 
Retail Hardware Association and 
had served as president of the 





JAY BRACKETT 


Village Board and as treasurer 
and president of the Board of 
Education in Mohawk. In 1909 
he helped found the Ilion Hard- 
ware Co., which was incorpor- 
ated in 1925, since which time 
he had served as president and 
treasurer. A son and a brother 
survive. 


HUGH BAYARD HODGE 

Hugh Bayard Hodge, vice- 
president and treasurer of the 
Simplex Valve and Meter Co., 
passed away December 21. Mr. 
Hodge, who was 70, died of 
heart disease. He had been an 
executive of the American Pipe 
and Construction Company for 
35 years. He belonged to the 
Sons of the American Revolu- 
tion. Mf. Hodge leaves his 
widow, a son, Hugh, Jr., of Buf- 
falo, N. Y., and three daughters. 





FRANK J. McNEIVE 

Frank J. McNeive, 61, general 
manager of W. F. Potts Son & 
Co., Philadelphia, Pa., passed 
away December 22. He had been 
in failing health for several 
weeks and death was caused by 
a sudden attack of pneumonia, 
aggravated by a weakened heart 
condition. Mr. Potts was also 
vice-president of The National 
Association of Sheet Metal Dis- 
tributors and chairman of the 
Galvanized and Black Sheet & 
Corrugated Committee. 








CONVENTION 


CALENDAR 





The Retail Hardware Association of 
Alabama annual convention and exhibit, 
Tutwiler Hotel, Birmingham, Ala., May 
4 to 6 inclusive, 1937. J. H. Crowe, 
secretary, 410 N. 21st St., Birmingham, 
Ala. 


American Hardware Supply Co. an- 
nual convention, Jan. 25 and 26, 1937. 
Company headquarters, 42 Terminal 
Way, Pittsburgh, Pa. 


The Arkansas Retail Hardware As- 
sociation 37th annual convention, 
Marion Hotel, Little Rock, Ark., Feb. 
9 and 10, 1937. George L. Turner, 
secretary, 322 E. Markham St., Little 
Rock, Ark. 


California Retail Hardware Associa- 
tion, 36th annual convention and exhi- 
bition, Hotel Whitcomb, San Francisco, 
Cal., golf meet and skeet shoot, Febru- 
ary 14. Convention sesssions: February 
15 to 17 inclusive, 1937. LeRoy Smith, 
secretary, Room 237, 417 Market St., 
San Francisco. 


Southern California Retail Hardware 
Association, 16th annual convention and 
exhibit tentatively scheduled for Am- 
bassador Hotel Auditorium, Los Angeles, 
Cal., February 23 to 25 inclusive, 1937. 
J. V. Guilfoyle, managing director, 
1126 Rives-Strong Bldg., Los Angeles. 


Connecticut Hardware Association, 
annual convention, Hotel Elton, Wa- 
terbury, Conn., March 3 and 4, 1937. 
Charles F. Freeman, secretary, Bran- 
ford, Conn. 


The Hardware Association of the 
Carolinas, 33rd annual _ convention, 
Winston-Salem, N. C., at place to be 
later designated, June 8 to 10 inclusive, 
1937. Arthur R. Craig, secretary, 803 
Commercial Trust Bldg., Charlotte, 
N. C 


Illinois Retail Hardware Association, 
40th annual convention and exhibit, 
Peoria, Ill., Feb. 2 and 4, inclusive, 
1937. Sessions and exhibit Peoria State 
Armory. C. G. Gilbert, managing direc- 
ee 1155 Merchandise Mart, Chicago, 


Indiana Retail Hardware Association, 
38th annual convention and exhibit, In- 
dianapolis, Ind, Jan. 26 to 29, 1937. 
Headquarters: Lincoln Hotel. Sessions 
and exhibit: Murat Temple. G. F. 
Sheely, managing director, 130 E. 
Washington Bldg., Indianapolis. 


Intermountain Hardware & Imple- 
ment Dealers’ Association convention 
and exposition, The Mosque, Boise, 
Idaho, Jan. 27-29 inclusive, 1937. E. 
Bell, secretary, 211 S. Ninth St., Boise, 
Idaho. 


Second International Housewares 
Show, The Merchandise Mart, Chicago, 
Tl. Jan. 4-16 inclusive, 1937. Spon- 
sored by The Merchandise Mart. 


Iowa Retail Hardwzre Association, 
39th annual convention and _ house 
furnishings show, Feb. 9-12, inclusive, 
1937, Des Moines. Iowa. Headquarters: 
Savery Hotel. Exhibition: Coliseum 
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Bldg., Philip R. Jacobson, secretary- 
treasurer, Mason City, Iowa. 


Kentucky Hardware and Implement 
Association, annual convention and ex- 
hibit, Seelbach Hotel, Louisville, Ky., 
Jan. 19 to 21 inclusive, 1937. J. M. 
Stone, secretary, Room 1009, Seelbach 
Hotel, Louisville. 


The Louisiana Retail Hardware & 
Implement Association convention, Alex- 
andria, La., May 17 and 18, 1937. Head- 
quarters hotel to be announced at a 
later date. A. H. Aucoin, executive 
secretary, 336 S. Rampart St., New 
Orleans, La. 


Marshall-Wells Company’s 10th An- 
nual Associated Hardware Dealers’ and 
Salesmen’s convention at company head- 
quarters, S. Lake Ave., Duluth, Minn., 
Jan. 25 to 27 inclusive, 1937. 


Michigan Retail Hardware Associa- 
tion, annual convention and exhibition, 
Grand Rapids, Mich., Feb. 9 to 12 in- 
clusive, 1937. Exhibition Civic Audi- 
torium. Harold W. Bervig, secretary, 
1112 Olds Tower Bldg., Lansing, Mich. 


Missouri Retail Hardware Associa- 
tion, annual convention and exhibition, 
Jefferson Hotel, St. Louis, Mo., Feb. 16 
to 18 inclusive, 1937. Peyton C. Clark, 
secretary, 2861 Gravois Ave., St. Louis. 


Minnesota Retail Hardware Associa- 
tion, 41st annual convention and exhi- 
bit, St. Paul, Minn., Feb. 23 to 26 in- 
clusive, 1937. Headquarters: Lowry 
Hotel. Sessions and exhibit: St. Paul 
Auditorium. C. J. Christopher, man- 
ager, Nicollet at 24th St., Minneapolis. 


Montana Implement and Hardware 
Association annual convention, Rainbow 
Hotel, Great Falls, Mont., Jan. 21 to 23 
inclusive, 1937. R. M. O’Hearn, secre- 
tary, Townsend, Mont. 


Mountain States Hardware and Im- 
plement Association, 35th annual con- 
vention, Cosmopolitan Hotel, Denver, 
Colo., Jan. 18 to 20 inclusive, 1937. John 
T. Bartlett, secretary, 637 Pine St., 
Boulder Colo. 


National House Furnishings Manu- 
facturers 10th Annual Exhibit, Stevens 
Hotel, Chicago, Ill., Jan. 10-16 inclu- 
sive, 1937. Warren Edwards, secretary, 
228 N. La Salle St., Chicago, Ill. 


Nebraska Retail Hardware Associa- 
tion 36th annual convention and exposi- 
tion, Omaha, Neb., Feb. 2 to 4, inclu- 
sive, 1937. Exposition: Omaha Munici- 
pal Auditorium. Headquarters: Paxton 
Hotel. Edward C. Hermanson, secre- 
tary, 325 Insurance Bldg., Lincoln, Neb. 


New England Hardware Dealers As- 
sociation, 44th annual convention and 
exhibition, Hotel Statler, Boston, Mass., 
March 10 to 12 inclusive, 1937. Guy 
C. Small, secretary, Room 225, 140 Fed- 
eral St., Boston. 


New York China, Glass & Housewares 
Show, sponsored by New York House- 
wares Manufacturers Association, Hotel 
Pennsylvania, New York City, Jan. 24- 
30 inclusive, 1937. Mrs. Flo English, 
secretary, Room 1108, Hotel Pennsyl- 
vania, New York. 


New York State Retail Hardware As- 
sociation. annual convention and expo- 
sition, Rochester, N. Y., Feb. 9 to 11, 
inclusive, 1937. Exposition: National 
Guard Armory, E. Main St. Headquar- 
ters: Hotel Seneca. John B. Foley, sec- 
retary, Hills Bldg., Syracuse, N. Y. 


North Dakota Retail Hardware Asso- 
ciation, 41st annual convention and ex- 
hibit, Minot, N. D. Headquarters: Le- 
land-Parker Hotel. Exhibit: Minot 
Armory Feb. 16 to 18 inclusive, 1937. 
Louise J. Thompson, secretary, 21 Clif- 
ford Bldg., Grand Forks N. D. 


North Coast Hardware and Imple- 
ment Association, annual convention, 
Multnomah Hotel, Portland, Ore., Feb. 
10 and 11, 1937. Theo. S. Cov, secre- 
tary, Olympic Hotel, Seattle, Wash. 


Ohio Hardware Association, 43rd an- 
nual convention and exhibition, Colum- 
bus, Ohio, Feb. 16 to 19 inclusive, 1937. 
Headquarters: Deshler-Wallick Hotel. 
Exhibition: Columbus Auditorium. John 
B. Conklin, secretary, 175 S. High St., 
Columbus. 


Oklahoma Hardware and Implement 
Association, 34th annual convention and 
exhibit, Masonic Temple, Oklahoma 
City, Okla., Feb. 2 to 4, inclusive, 1937. 
Charles F. Nelson, secretary, 301 Key 
Bldg., Oklahoma City. 


Pacific Northwest Hardware & Imple- 
ment Association, 32nd annual conven- 
tion and exhibition, Spokane, Wash., 
Feb. 8 to 10, inclusive, 1937. Head- 
quarters, sessions and exhibit, Daven- 
port Hotel. Armory. Dale Strong, sec- 
retary, 523 Realty Bldg., Spokane, 
Wash. 


Panhandle Hardware and Implement 
Association, 28th annual convention, 
Herring Hotel, Amarillo, Texas, Feb. 8 
and 9, 1937. C. L. Thompson. secretary, 
Canyon, Texas. 


The Pennsylvania & Atlantic Sea- 
board Hardware Association, Inc., an- 
nual convention and exhibition, Pitts- 
burgh, Pa. Feb. 22 to 26 inclusive, 1937 
Headquarters business sessions and ex. 
hibition: William Penn Hotel. W. 
Glenn Pearce managing director, 400 N. 
Broad St., Philadelphia, Pa. 

South Dakota Retail Hardware Asso- 
ciation, annual convention, Sioux Falls, 
S. D., Jan. 19-21, 1937. Headquarters: 
Sioux Falls Coliseum. C. J. Chris- 
topher, manager-treasurer, Nicollet and 
Twenty-fourth St., Minneapolis, Minn. 


Triple convention of the Southern 
Supply and Machinery Distributors’ 
Assn., the American Supply and Ma- 
chinery Manufacturers’ Assn., and the 
National Supply and Machinery Die- 
tributors’ Assn., New Peabody Hotel, 
Memphis, Tenn., May 10 to 13 inclusive, 
1937. Secretary, National Association: 
H. R. Rinehart, 505 Arch St., Phil- 
adelphia, Pa. Secretary, American As- 
sociation: R. Kennedy Hanson, 916 
Clark St., Pittsburgh, Pa. Secretary, 
Southern Association: Alvin M. Smith, 
c/o Smith-Courtney Co., Richmond, Va. 

(Continued on page 43) 


HARDWARE AGE 
























- Southern Hardware Jobbers’ Associa- 
tion, 47th annual convention jointly 
held with American Hardware Manu- 
facturers’ Association, 74th semi-annual 
convention, Hotel Roosevelt, New Or- 
leans, La., April 19 to 22, inclusive, 
1937. Secretary Manufacturers’ Assn.: 
Chas. F. Rockwell, 342 Madison Ave., 
New York City. Secretary Jobbers’ 
Assn.: T. W. McAllister, 1020 Grant 
Bldg., Atlanta, Ga. 


Southeastern Retail Hardware and 
Implement Association, 23rd annual 
convention and exposition, City Audi- 
torium, Atlanta, Ga., Feb. 9 to 11, in- 
clusive, 1937. H. M. Simmons, secre- 
tary, 922 Atlanta National Bank Bldg., 
Atlanta. 


Texas Hardware and Implement As- 


sociation, 39th annual convention and 
exhibit, Baker Hotel, Dallas, Tex., Jan. 
26 to 28, inclusive, 1937. Dan C. 
Scoates, secretary, College Station, Tex. 


Virginia Retail Hardware Associa- 
tion, annual convention, John Marshall 
Hotel, Richmond, Va., Feb. 16 and 17, 
1937. R. A. Frayser, acting secretary, 
602 East Broad St., Richmond. 


The Western Retail Implement & 
Hardware Association, 48th annual con- 
vention and exhibition, Kansas City, 
Mo., Jan. 19-21, inclusive, 1937. Ses- 
sions and exposition: New Municipal 





Whats New 





Auditorium. Herbert J. Hodge, secre- 
tary-treasurer, Abilene, Kan. 


Wisconsin Retail Hardware Associa- 
tion, 41st annual convention and ex- 
hibit, Auditorium, Milwaukee, Wis., 
Feb. 2 to 5, inclusive, 1937. George W. 
Kornely, exhibit manager, 3374 N. 
Green Bay Ave., Milwaukee. H. A. 
Lewis, executive secretary, Stevens 


Point, Wis. 


West Virginia Hardware Association, 
annual convention, Fairmont Hotel, 
Fairmont, W. Va., Feb. 11 and 12, 1937. 
H. B. Clower, secretary, Box 127, Oak 
Hill, W. Va. 


(Other new items on pages 54 and 56) 


New Tack Packaging 








Tower Tacks are being packaged in 
a new colorful sliding box, which makes 
the tacks quickly available. The 
maker states the new container is non- 
spillable. Because of its handsome col- 
oring the new package is suitable for 
display purposes. Tower Mfg. Co., 
Madison, Ind. 





Electric Flasher Display 


& 


ANNA ANDY | 





The electric chamois salesman is 12 
in. high; 9 in. square at base, and has 
a 4 in. open dispensing top. It is a 
combination flasher and dispenser, the 
dispenser holding the entire stock. 
Cabinet is varnished and poster screen 
in full color has surprise element when 
light flashes on and is equally attrac- 
tive when light is off. Available free 
with the No. 666 assortment of stand- 
ard quality “3 Star” chamois, having 
a total retail value of $10.00; dealer’s 
cost, $6.66. Each skin is packed in 
Anna-Andy colorful glassine envelopes 
with instruction sheet. American Sponge 
and Chamois Co., Inc., 47 Ann St., New 
York City. 
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Colton File Cleaner 


[COLTON S 
FILE 


2 ae 
STEEL BACK FRAMEE FACE 


No. 10 has steel back, frame and face 
and is fitted with tempered steel wire 
bristles and furnished with soft steel 





tapered pick, for removing substances 
which have become imbedded between 
teeth of file and do not yield to steel 
bristles. Cleaner is 2 in. wide, 8 in. 
long, including a 4-inch wire handle. 
Packed in white paper bag, 12 to a box. 
Suggested retail selling price, 50c. E. C. 
Knudson, 40 S. Clinton St., Chicago, Il. 





Bond Flashlights 


New models are the No. 2299 two- 
cell Bond Fibre-Bronz spotlight and the 
No. 2093 two-cell Bond Fibre-Bronz 
baby spotlight in combination of solid 
bronze fittings and black corrugated 
fibre case, and the No. 2298 two-cell 
Bronz .Lite, which is solid bronze 
throughout. No. 2299 has Bond built- 
in shock absorber, candle light feature, 
folding end-cap hanger, improved 
three-way lock switch, silvered mirror 
reflector and beveled plate glass lens. 
Switch has self-locking feature to pre- 
vent accidental lighting. It is intro- 
duced in deal No. 990, which consists 








of six of those lights packed in a free 
display and 48 No. 102 Bond Super- 
Service Mono-Cells. Each spotlight is 
priced to retail complete for 99c. No. 
2093 has the same construction features 
and is introduced in deal No. 198, 
which includes four lights packed in a 
free display and 12 No. 101 Mono- 
Cells. Each baby spotlight is priced to 
retail complete for 98c. Construction 
of the No. 2298 is same as the No. 
2299 and is introduced in deal No. 
980, which includes six spotlights and 
48 No. 102 Mono-Cells. Each light is 
priced to retail for 99 cents. Bond 
Electric Corp., New Haven, Conn. 
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ADVANCES BECOMING EFFECTIVE 


Certain Mill, Saw and Taper 
Saw Files. Tacks 

Most Utica Pliers and Staple 
Pullers 

Several Makes of Star Drills. 
Lock Sets 


Manila and Sisal Rope. Stove 
Pipe Dampers 

1937 Stove and Furnace Pipe, 
Ete. Alcohol 

Some Oil and Sprinkling Cans. 
Sash Weights 


Cotton Twines. Java Sisal Twine. 


Linseed Oil 

Some Sash Cords and Clothes 
Lines. Turpentine 

Certain Woodenware Items. 


Kraft Paper Products 
Poultry Netting. De Luxe Alarm 
Clocks 
Stoves and Malin 
Spool Wire 


Heaters. 


Star Pump Chain. Cotton Mop 
Heads. Mop Handles 

Well Points. Pump Rod coup- 
lings. Galv. Pump Rods 

Copper, Lead and Zinc Products. 
Cut Shellac 

Concrete Reinforcing Bars and 


Mesh 

Mechanical Rubber Goods. Wire 
Rope Clips 

Carpenter’s and Railroad Chalk. 
Showcase Track, Etc. 

Porcelain Pole Line Hardware. 
Some Toilet Seats 

Three types of Hygrade-Sylvania 


Lamps 

Non-Metallic Flexible Loom. In- 
dustrial Steam Boilers 

National Bicycle Spokes and 
Nipples 

Cast Iron Plumbing Items 


ADVANCES BEING ANTICIPATED 


Witt Ash and+ Garbage Cans. 
Window Glass 

Wheelbarrows and Road Scrap- 
ers. Cutlery 

Inexpensive Pocket Watches. 

Floor Coverings 

G. E. Radio Sets In the New 


Second quality mill and saw 
files have been marked up 15 per 
cent by some makers, and taper 
saw files about 10 per cent. There 
has been no announcement as yet 
of changes on the better “A” or 
“B” quality files. 


* * * 


On Dec. 12 there was 
an increase of about 10 per cent on 
practically the entire line of Utica 
pliers and staple pullers. 

* * # 


Several makers of Star drills 
are withdrawing former concessions, 
with a mark-up of as high as 20 per 
cent in their current new figures. 
Discounts vary largely according to 
the brand or maker. 

* * * 


Makers of stove pipe, furnace 
pipe and elbows have just an- 
nounced preliminary prices for the 
1937 fall season, advancing the re- 
cent market on stove pipe 75 cents 
per 100 joints, with the new figures 


AL 


York City Area 

Drain Board and Bath Mats. 
Kitchenware 

Filshie Lead Head Nails. Chain 

Box Strapping and Fasteners. 
Cor. Fasteners 

Socket-Head Cap and Set Screws 


as much as 25 per cent over the low- 
est prices ruling during last sum- 
mer’s price war. Furnace pipe and 
fittings have been’ raised to 70-10 
per cent discount, as compared to 
many sales during the summer as 
low as 80 per cent. 
* * * 

Stove pipe dampers were 
marked up 5 per cent by most of 
the larger manufacturers, effective 
Dec. 15, and the new quotations are 
subject to further changes without 
notice. 

* * * 


Witt ash and garbage cans 
will be advanced 5 per cent Jan. 1, 
probably more on certain sizes and 
grades—according to preliminary 
notice issued by the manufacturer 
early this month. Reasonable orders 
for prompt shipment have been ac- 
cepted at former schedules. 

* & @ 


Some makers of oil cans and 
sprinkling cans have also raised 


prices, due to the increase in cost 
of galvanized sheets. Standard gal- 
vanized tubs and pails are holding 
firm at their new prices. 

* * * 


Manufacturers of wheelbar- 
rows and road scrapers are rapidly 
breaking away from the low prices 
effective earlier in the year. Some 
makers have had their advanced 
schedules out for a month or two, 
and the American Steel Scraper 
Company have announced a general 
10 per cent mark-up to be in effect 
Jan. 1. By that date, it is thought 
that other manufacturers will all 
have rallied to the higher level. 


e¢ #2 


Malleable clevises are ex- 
pected to increase at least one-half 
cent per pound on or about Jan. 1, 
but with no definite announcement 
of new prices, as yet, by any of the 
manufacturers. 


* + 


Sash weights are advancing 
one to two dollars per ton in nearly 
all markets, due to much higher 
scrap costs. 

* * * 

New price lists on butts and 
hinges are understood to be in prep- 
aration for early announcement, 
with some items slightly higher and 
others showing reductions, to adjust 
former discrepancies in the line. 


- ee 


Manufacturers of lock sets 
have put out price increases averag- 
ing 15 cents per dozen on rim sets, 
25 cents per dozen on inside mortise 
sets, and 10 cents per dozen on rim 
locks only. Cylinder store door sets 
are up 25 cents per set. These 
changes, following several advances 
earlier in the year, establish a price 
level in remarkable contrast to the 
low figures reached during the price- 
war months in 1935, when costs 
were disregarded, and losses were 
common in meeting competition. 
Manufacturers report very full order 
books, with some firms 30 days or 
more behind in shipments. 
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HARDWARF\ Business 


Kitchen ware prices continue 
on the upgrade, with quotations on 
many of the most competitive lines 
of enameled ware now withdrawn, 
and new price lists in preparation 
promising considerable mark-up. 
Copper wares, including boilers, al- 
ready increased in the fall, will be 
affected again, undoubtedly, by the 
further rise in copper. Aluminum 
utensils are also said, by some mak- 
ers, to be due for higher prices 


soon. 
* #2 


All important rope companies 
announced, on Dec. 10, their reac- 
tion from the very low prices re- 
cently issued to meet import and 
prison competition. The mark-up 
on first quality manila has been one 
cent per pound, and on second qual- 
ity manila 144 cents. Both grades 
of sisal were also advanced 114 
cents on. Dec. 18. These advances 
still leave manila rope prices sub- 
stantially under the quotations 
which governed most of this year’s 
business, and as order books are 
filling up, further recovery may be 
looked for. 


* + * 


Leading factors, on Dec. 11, 
advanced cotton seine twine, staging 
twine and trot lines one cent per 
pound, based not only on the official 
advance in cotton quotations, but on 
the fact that the manufacturers have 
to pay a premium for certain se- 
lected qualities required in the 
manufacture of twine. Cotton wrap- 
ping twines have taken a similar 


mark-up. 
* 8 


Java sisal twine has recently 
been raised 144 cents per pound, 
and the mills are so busy that many 
deliveries are now 30 days late. The 
market is so strong at the new level 
that further advances are quite pos- 


sible. 


e @ @ 


Several lines of catton sash 
cord and clothes lines have recently 
been marked up—dquality brands 
one cent per pound, standard first 
qualities two cents per pound, and 
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competitive No. 7, 100 ft. hanks, 
about 15 cents per dozen. 
x * *% 


Washboard prices, effective 
Dec. 15, have made advances, rang- 
ing on various numbers from 3 to 15 
per cent, but with some numbers 
left unchanged. 
* + * 


A leading maker of wood bar- 
rel churns has issued notice of a 10 
per cent price increase to be in 
effect Jan. 1. 

* * * 

The Stanley Company notified 
its jobbers on Dec. 10 of new prices 
to go into effect Jan. 1, with slight 
upward changes on their line of 
kitchen, step and bath stools, bed 
trays, clothes and shoe racks, and 
other wood household specialties. 

* * *% 


Tack manufacturers, whose 
old competitive prices were with- 
drawn about Oct. 1, have found that 
late increases in cost will justify a 
further advance, and some have al- 
ready announced a 5 per cent higher 
schedule. Price sheets have not yet 
been received, but it seems certain 
that all leading styles of tacks and 
allied items, including copper tacks, 
and brass and plated nails, will be 
included. An average of 10 per cent 
increase has been made on uphol- 
sterers’ nails with brass and brass 
plated steel head, but for the pres- 
ent no change is reported on the 
colored leatherette head items. 

* * * 


Filshie Lead Head Nail Co. 
have withdrawn all prices on their 
roofing nails, due to advances both 
on the lead heads and on the steel 
nails. Without naming definite new 
figures, the company is notifying its 
customers that prices in effect at 
time of shipment will govern all 
purchases for the present. 

* * * 


Acme Steel Company and 
others have put out a 5 per cent 
advance on box strapping and 
fasteners, to be effective January 1, 
and it is expected that corrugated 





fasteners, which have been selling 
at slightly reduced levels since Octo- 
ber, will be marked up about 10 per 
cent on the same date. 

* * * 


New quotation sheets on 
socket-head safety cap and_ set 
screws will be placed in effect on 
Jan. 1, by leading makers, with 
about a 714 per cent mark-up. 

* 8 & 


Malin & Company, maker of 
spooled and coiled wires, have sent 
out a new Dec. 15 price list with 
advances on spool wire, ranging 
from 5 per cent on copper and 
brass, to about 30 per cent on fine 
steel hair wire. Assortments are up 
6 to 8 per cent, tag wire 5 per 
cent, steel stove pipe wire 12% 
per cent in coils and 5 per cent 
on reels, and galvanized weaving 
wire 10 per cen.t Tinned picture 
wire was advanced about 10 per 
cent, following a similar rise earlier 


in the year. 
* * * 


Star Bucket Pump Co. with- 
drew old quotations on Dec. 14, and 
have announced new prices, with- 
drawing all former freight allow- 
ances. , No. 50 Star pumps are 
unchanged, but on Star chain a 
mark-up of 25 cents per 100 ft. was 
made. Other makers are quoting 
well points 10 per cent higher, pump 
rod couplings 10 per cent, and gal- 
vanized pump rod at 5 per cent 


increase. 
* * *& 


Leading makers of weldless 
chains have bulletined their custom- 
ers concerning advances to come, 
and one of the Cleveland manufac- 
turers comments: 


“During the year 1936 steel prices 
haves advanced four times, while we 
have made only one slight increase in 
the price of chain, amounting to 30 
cents per hundred weight. It is im- 
possible for us to absorb these addi- 
tional raw material and labor costs 
any longer, and you may expect an 
advance in chain prices shortly.” 


* & & 

Metals other than steel con- 
tinue their climb, copper advancing 
again on Dec. 14 one-half cent to 
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eleven cents per pound, as compared 
with the average level of 914 cents 
maintained to last April. The amaz- 
ing demand for copper, following 
two exceptionally large months’ 
sales, almost defies explanation as 
most consumers had been estimated 
to be well covered on their forward 
needs through May, and some as 
far as July. The answer seems to 
be that trade in copper is not only 
expected to hold up through the first 
half of 1937, but to increase in a 
number of lines. Lead, after a few 
weeks’ lull, has resumed its rapid 
advances and_ four _ successive 
changes have brought the level to 
5.45 cents per pound, f.o.b. St. Louis, 
a new six-year high, and compar- 
ing with 4.55 cents per pound at the 
start of the rise in October. Zinc 
has made a similar phenomenal in- 
crease in rapid successive rises, to 
5.55 cents at East St. Louis, a new 
peak since December, 1929, and 0.70 
cents above the price ruling only a 
month or so ago. 
~ * * 

As a matter of course, the 
direct products of copper, zinc and 
lead are rising promptly and in 
sympathy with the metals them- 
selves. Solder prices have moved 
up, on all grades. Lead oxides are 
again up—}4 cent per pound. Lead 
pipe was advanced on Dec. 11 and 
again on Dec. 15, 25 cents per 100 
pounds, with lead traps in propor- 
tion. Lead washers were twice 
raised 25 cents, and lead shot has 
taken its fourth advance since Sep- 
tember 1. 

* * * 

Sheet copper, also electrical 
copper wires and brass products 
have been raised one-half ceat per 
pound, and sheet zinc, effective Dec. 
20. was advanced one-half cent. 

* * * 

Other sharp commodity rises 
have affected crude rubber, hides, 
and cottonseed oil. World indus- 
trial expansion and the laying up of 
war supplies by Europe are believed 
to be the chief forces behind the 
current upward price trends. 

* * * 

In the construction field, ad- 
vances recently noted are on con- 
crete reinforcing bars, $3 per ton, 
and on electric welded concrete re- 
inforcing mesh $4 per ton. 

* * * 

Mechanical rubber goods 
have been raised by two leading 
manufacturers, with others certain 
to follow. The changes become ef- 
fective Dec. 31, and are due to the 
rising cost of rubber and other ma- 
terials, and of labor. Hose and belt- 
ing prices will be increased about 
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5 per cent, and other lines, including 
molded goods, about 10 per cent. 
Garden and fire hose, agricultural 
belting and certain specialties will 
not share in this increase. 

* & 

Higher prices on carpenters’ 
and railroad chalk, to be in effect 
Jan. 1, will show about 20 per cent 
increase by some makers, the rise 
being justified by the extremely low 
levels to which competition had 
taken their prices earlier in the year. 

* * * 

Porcelain Products, Inc., is- 
sued on Dec. 9 a notice of a general 
advance of approximately 15 per 
cent on their pole line hardware, 
due to the increases in steel and in 
wage scales. The advance will also 
include one point brackets or ser- 
vice insulators. Limited orders at 
old prices have been accepted for 
shipment not later than Dec. 26. 

* & 

General Electric Company, on 
Jan. 1, will advance the prices on 
its radio receiving sets an average 
of 4 to 6 per cent in the New York 
area. These advances are due to 
higher labor and material costs, and 
the company indicates a possibility 
that after May 1, when new models 
are brought out, higher costs will 
force a further rise in price. 

* * * 


New prices on wire rope clips 
were announced Dec. 3, by Lamson 
& Sessions Co. and others, to cover 
the first quarter of 1937, the advance 
to be effective Jan. 1, and averaging 
10 per cent. The increase is ascribed 
to the rise in cost, not only of malle- 
ables, but of the bolts and nuts 
entering into the assembly. 

* * * 


On Dec. 21 another advance 
on non-metallic flexible conduit or 
loom was made effective, the 7/32 
in. size increasing about 15 per cent 
and other sizes about 5 per cent. 

* * * 


A new price list was issued 
Dec. 15 by National Screw & Mfg. 


Co., with another increase on bi- 
cycle spokes and nipples. 
* * * 


Manufacturers of cast iron 
plumbing items, such as sink brack- 
ets, traps, and strainers, have with- 
drawn their prices, and are only 
quoting on application. Such new 
prices as jobbers have received show 
increases of approximately 10 per 
cent. Several manufacturers of soil 
pipe are advancing prices, and some 
makers of toilet seats have put out 
higher quotations to go into effect 
on Jan. 2. 





Quotations on large indus- 
trial steam boilers were advanced 
Dec. 15, the increases ranging from 
6 to 10 per cent. The price mark-up 
follows advances in the price of steel 
and in valves and fittings used by 
the boiler manufacturers, also their 
higher wage scales. There has been 
a great increase in the orders for 
these heavy installations, as well as 
in sales of residence and apartment 
heating systems. New orders for 
domestic oil burners for the first 10 
months of 1936 totaled 168,578, an 
increase of 38 per cent over the cor- 
responding period of 1935. New 
orders for distillate oil burners for 
the first 10 months were 318,496, 
a gain of 58 per cent over the cor- 
responding 1935 record. 

* # «& 


Showcase track, sheaves and 
brackets have been marked up ap- 
proximately 10 per cent. 

* & *& 

Drain board and bath mat 
quotations will be increased 20 per 
cent, effective Jan. 1. 

e * * 

The serious strikes in the 
glass factories have threatened a 
shortage in gless for showcases, 
table top dividers, and other display 
accessories. 

* & 

Prices on cut shellac are 
higher by five cents per gallon, fol- 
lowing a gradual rise both on shel- 
lac gum and on alcohol. The in- 
creasing demand, the higher cost of 
ocean shipping, and the rise in labor 
expense are said to make still higher 
prices likely on gum shellac. Alco- 
hol. too, is still trending upward. 
Moderate advances early in the 
month on linseed oil have been fol- 
lowed by a sharp jump of 414 cents 
per gallon on Dec. 18. Turpentine 
advanced two cents per gallon on 
Dec. 11, and again on the 18. 

* * * 


A 5 per cent advance on 
Kraft grocery bags and nail bags 
was announced by several makers 
about Dec. 9, and Kraft wrapping 
paper has been marked up about 
3 per cent. 

* * * 

Cotton mop heads have ad- 
vanced one cent per pound, and 
mop handles are up $1 per gross, 
list. 

* * * 

Window glass manufacturers 
have withdrawn all prices, and are 
accepting orders subject to delay, 
to take prices in effect at time of 
shipment. The serious strike situa- 
tion at present in all the leading 
plants has practically tied up the 
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industry. Officials of one company 
estimate that at least 70 per cent of 
the window glass output of the coun- 
try is out of commission, as well as 
85 per cent of the auto safety glass 
capacity, and 93 per cent of the 
country’s plate glass production. 
* * * 

The De Luxe line of alarm 
clocks has been repriced higher, ef- 
fective Dec. 14, the manufacturers 
advising that with the costs of ma- 
terial and labor still increasing, they 
must limit new orders which they 
can accept, even at the new prices, 
to their ability to ship within sixty 
days. There is still a marked short- 
age on all makes of non-jewel 
pocket watches. Factories are about 
two to three months behind on de- 
liveries. It has been rumored that 
an advance is likely of from 5 to 
10 per cent on watches of this class. 

* * * 

A rapid increase is seen this 
winter in the demand for home in- 
sulation materials. Prices have re- 
mained steady, despite heavy sell- 
ing, on rock wool and granular fire- 
proof insulations. A complete price 
change has been announced on hair 
felt, advancing lists, except 14 in., 
two to 10 cents per square foot, but 
lengthening the discount. There is 
a net advance on all except the 14 
in. 

* * * 

Several makers of stoves and 
heaters have issued advances of 10 
per cent, and others have a similar 
increase in contemplation, forced by 
the continuing rise in labor and ma- 
terial costs. Heavy sales have caused 
a troublesome delay in shipments 
from a number of the factories, and 
stocks in jobbers’ and dealers’ hands 
are quite low. The steady gain in 
home-building forecasts another 
busy year in 1937, for stoves and 
furnaces, and for air-conditioning 
installations. 

* * * 

Furniture and floor coverings 
have made exceptionally good sales 
showings during the fall, and 
through the Christmas _ season. 
Prices are still heading upward, and 
on floor coverings, another advance 
is looked for on Jan. 1. Home own- 
ers are selecting items of better 
quality, and are willing to pay 
profitable prices. 

* * * 

Makers of pocket knives, 
scissors and shears, as well as house- 
hold and butchers’ cutlery, are dis- 
cussing probable advances after Jan. 
1. All factories have been busy, and 
all are experiencing steady rises in 
material and labor costs. One job- 








ber reports that this season’s sales 

on butcher knives, skinning knives, 

cleavers and butcher steels are far 

ahead of those for the past six years. 
* & # 

Advance orders for all spring 
lines to the wholesalers, are great- 
ly improved over last year’s volume. 
Merchants are protecting them- 
selves, wisely, against further price 
advances. Especially heavy sales 
are noted on screen cloth, poultry 
netting, fencing, steel goods, and 
lawn and garden tools. A further 
price advance on netting has already 
been announced by the manufactur- 
ers, about 71% per cent, to be effec- 


tive at once. 
* *% * 


The Cleveland Wire Spring 
Co., Steel Factory Equipment Divi- 
sion, Cleveland, Ohio, has issued a 
new price schedule on its’ No. 158 
mortar and No. 162 brick hods, as 
of Dec. 15. The following f.o.b. 
quotations will hereafter prevail: 
list prices for quantities under one 
dozen; 10 per cent discount on 
quantities from one dozen to three 
dozen and 10-10 per cent on quan- 
tities of three dozen or more. List 
prices remain unchanged at $18 per 
dozen for the No. 158 mortar hod 
and $14 per dozen for the No. 162 
brick hod. 

* * & 

Prices on three incandescent 
lamps in its large line will be re- 
duced by the Hygrade Sylvania 
Corp., Salem, Mass., effective Jan. 
1, 1937. The 6-watt, S-6 clear lamp 
with candelabra base has been re- 
duced from 20 cents to 15 cents; the 
50-100-150-watt 3-light lamp from 
60 cents to 50 cents each, and the 
100-200-300-watt 3-light lamp from 
80 cents to 65 cents each. The three 
light bulbs are used on the I.E.S. 
lamps which have met with such a 
splendid reception. 

* * * 

Leading manufacturers of 
copper and brass products issued 
new mill base prices on Dec. 15, 
with the new schedules reflecting 
the recent advances in the raw met- 
als market. 

* * * 

The combination of season- 
able weather and the holiday spirit 
has kept hardware stores “on the 
jump” filling orders and replenish- 
ing stocks. One of the most serious 
recent problems of both the retail 
merchant and his wholesale supplier 
has been the filling of orders for 
lines depleted by an unexpectedly 
good demand, for these have been 
many. The consumer seems to have 
now caught the drift of advancing 
prices, and his purchases for home 





and individual use have been made 
for several weeks in a better than 
normal volume. Values on some 
lines have been changing so rapidly 
that sellers find difficulty in main- 
taining their own price tags prop- 
erly up-to-date. 

Lines on which there is a “fam- 
ine” are increasingly numerous, and 
right up to Christmas there was dif- 
ficulty in most stores in supplying 
enough toys, sleds, ice skates, clocks 
and watches, radios and _ bicycles. 
Stoves, electrical kitchen appliances 
and firearms appear often on short 
lists. It is doubtful, however, with 
all the shortages, if there are many 
stores whose total holiday sales have 
been disappointing. Late and some- 
times frequent reordering has been 
necessary to fill in stocks previously 
thought ample. The increase in 
spendings for goods found chiefly in 
the hardware stores has been at least 
as notable as the gains made on 
food, clothing or other forms of bet- 
ter living. The continuing activity 
on such major items as bathroom, 
kitchen and laundry equipment indi- 
cates clearly the trend toward per- 
manent betterment and labor saving 
in homes all over the land. In the 
new buying now under way, the 
workers in offices and stores are at 
last able to participate, for wage in- 
creases and bonuses have now ar- 
rived at the “white-collar” worker’s 
desk. 

* * * 

Hardware items, which dur- 
ing lean years were volume sellers 
only in their low-priced numbers, 
find their popularity centering now 
in styles and pattern of better qual- 
ity and higher price. In tools, for 
example, the buyer is no longer sat- 
isfied with makeshift quality and 
rough fjnish, but is spending more 
for precision and appearance. There 
have been great sales of fine home 
workshop equipment during the 
holidays. And the outdoor worker 
is buying better shovels and axes 
than those he has had to “get along” 
with. 

* & * 

This has been a marvelous 
toy season, whose sales have easily 
reached or surpassed 1929.  Fac- 
tories and jobbers sold out of more 
items, and earlier, than in any pre- 
vious holiday season. The installa- 
tion of streamliners by the railroads 
has resulted in a sharp revival of 
interest in model trains. Approxi- 
mately 90 per cent of American 
Flyer’s train sales this year have 
been streamliners, and old-steam 
locomotives are out of childhood’s 
fashion. November and December 
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General Public Growing Tool Conscious 
By A. J. SIDFORD 


Vice-President Behr-Manning Corp., 


HO has not admired the 

artistic wood carvings in the 

churches, colleges and 
schools of our land? The reredos 
or pulpit, the reading desk, the 
carved built-in libraries, the doors 
with their old linen fold design—all 
the result of painstaking application 
and the expression of an inner urge 
to do something finer and better 
with the hands, and to do it with the 
most common materials and_ the 
simplest tools. 

Unquestionably, the increasing 
use by schools of carved oak panels 
by great artists like Alois Lang has, 
because of their warmth, their in- 
timacy and their modesty, stimu- 
lated many a student of manual 
training to strive for greater and 
even more artistic efforts along 
similar lines. 

It is undoubtedly true that a large 
number of these boys have brought 
their enthusiasm from schools into 
homes where, far too often, the 
heavy land of depression has been 
laid. Frequently, the ambition of an 
older brother, or even of the father 
himself, has been fired to do some- 
thing with his hands. 

One is struck with astonishment 
when he learns what some of these 
men without previous training or 
experience have accomplished. To 
those who have attended various 
hobby and handicraft exhibitions 
and have seen the many strange, 
intricate and sometimes extraordi- 
narily beautiful forms and shapes 
which have been carved from sim- 
ple pieces of white pine or cedar, 
it is almost unbelievable. 

Many of these beginners have 
been content with the ancient and 
honorable art of whittling. Others 
have gone along into the next higher 
branch—that of wood carving. Still 
others have become interested in 
other branches of home arts and 
crafts until today the sound of the 
hammer, the saw and the plane is 
heard in hundreds of thousands of 
homes where it was never heard 
before. 

The question is, to what is all 
this leading? Will this rapidly in- 
creasing mechanical activity on the 
part of amateurs prove but a pass- 
ing fad? We think not. The pres- 
ent generation is certainly more tool 
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conscious than any that has pre- 
ceded it. In the next generation or 
two, doubtless nearly every man, 
and many women, will have devel- 
oped a certain amount of working 
knowledge and skill in some spe- 
cific branch of woodworking. 
There is a practical viewpoint to 
this situation which is most interest- 
ing to the hardware merchant. The 
demand for small tools and acces- 
sories not only has increased, but 
will continue to increase. The 
whittler is not long satisfied with 
one jack knife. He will want sev- 
eral. The wood carver, starting 
with a small, inexpensive set of 
tools, will want eventually dozens of 


different sizes, shapes and sweeps. 
The beginner in carpentry will have 
need for many kinds of chisels, 
gouges, planes, saws and other tools 
as he becomes more expert. 
While a stone of modern electric 
furnace abrasive gives excellent re- 
sults on a large part of the work, 
the man who is going in for wood 
or ivory carving soon learns that 
for some of the more delicate jobs 
an even keener and smoother edge 
is desirable. Such an edge is pro- 
duced on a natural stone found ex- 
clusively in the Ozark Mountains of 
Arkansas. As a beginner grows 


more expert, therefore, he adds 





Photo Courtesy American Seating Co., Grand Rapids, Mich. 


Alois Lang, one of the really great woodcarvers, at work. 
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“Customers are asking 
for lamps with this tag.”’ 








Fastest Selling lamps in the world. 
New Plan makes it easy for 
hardware stores to sell lamps 


Two million in two years. That tells the 
story of the tremendous success of I. E. S. 
Better Sight Lamps. Millions of homes 


still need them. That shows the bigger market ahead. 


Now comes a new program designed for you—the “Seeing 


is Believing’’ plan—a new sales appeal that will enable 
you to sell I. E.S. Better Sight Lamps and make more profits. 


With this new plan—you can make a demonstration in your 
store that will sell the super lighting values of 
I. E.S. Better Sight Lamps in as little as 30 
seconds. You can build bigger volume ona 


sound basis. You 


I. E. S. Better Sight Lamp advertising on 
your store—capitalize the interest stirred up 
by the Better Light— Better Sight campaign 
—get all the sales value of these famous 
lamps. Get the facts on the 
Believing’’ Plan. See how youcan make more 
money selling I. E. S. Better Sight Lamps. 


ASK ANY OF THESE I-E+S BETTER SIGHT LAMP 
MAKERS ABOUT THE “Seeing <4 Believing” PLAN 


. Chicago, Ill. 
New York, N.Y. 
New York, N. Y. 
Marke! Electric Products,Inc. Buffalo, N. Y. 


Art Lamp Corporation 


- Calpa Products Co. 
Colonial-Premier Co. 


Danshades, ‘Inc. 
Earlco Lamp Corp. 
Eastern Art Studios 
Elod Corporation . 
Expert Lamps, Inc. 


Faries Mfg. Co. 

The Fashion Lamp Co. 
Feather Arts, Inc. 
Fenchel, Inc. 


Flexo Products Corp. 
Framburg, H. A.& Co. . 
The Frankelite Co. 
General Lamps Corp. 
The Greist Mfg. Co. . 
Hamilton Industries 
The Herco Art Mfg. Co. 


















Artistic Lamp Mfg. Co., Inc. New York,N.Y. 
Brown-Johnston Wholesale Co. 


The Buckley Studios, Inc. 
The seared Picture ° one Co 


Fairmount,Lamp Mfg. Co. 


The Finetone Factories, Inc. 


teller Sight a 
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can focus the barrage of 


“Seeing is 


Kaplan-Mann, Inc. 
Lightolier Co. 
Mario Mfg. Co., Inc. 


Chicago, Ill. 


Spokane, Wash 


Chicago, III. (LaSalle Lighting Products, Inc., Buffalo,N.Y.) 

. Philadelphia, Pa. Metallic Arts Corp. . Chicago, Ill. 
. Chicago, Ill. The Miller Company . Meriden, Conn. 
Mitchell Mfg. Co. Chicago, III. 


Cleveland, oO. 
New York, N.Y. 


Los Angeles, Cal. National Lighting Equipment Co. 


New York, N. Y. ° Cleveland, O. 
. Essex,Conn. Wm. R. Noe & Sons ‘ Brooklyn, N. Y. 

. . Chicago, Ill. Northwestern Art Shade Co. . Chicago, Ill. 
Philadelphia, Pa. Parsons-Caldwell Mfg. Co. Belvidere, II]. 
Decatur, Il. Piqua-Munising Wood Products Co., Piqua,O. 
Chicago, Ill. Railley Corporation . Cleveland, O. 
Cleveland, O. Rembrandt Lamp Corp. Chicago, Ill. 
Chicago, Ill. Rindsberger Mfg. Corp. . Chicago, Ill. 
Chicago, Ill. Salem Brothers . . New York, N. Y. 
Chicago, Ill. Sandel Mfg. Co. . as es . Chicago, Ill. 
Chicago, Ill. Standard Novelty & Lamp Co. . Chicago, Ill. 
Cleveland, O. Steele & Johnson Mfg. Co., Waterbury, Conn. 

. « Muncie, Ind. T.A. Stiffel Co. m Chicago, Ill. 
New Haven, Conn. The Verplex Co. ... . New York,N.Y. 
Chicago, Ill. The F. W. Wakefield Brass Co., Vermilion,O. 


. Meriden, Conn. Ward Lamp Co. 
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The Mutual-Sunset Lamp >. Co., Inc. 
. New York, N.Y. 


Cleveland. O. 


EW ‘Seeing i Beliouing” PLAN SPEEDS 
= OF |-E-S BETTER SIGHT LAMPS 
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New Light Meter measures light as simply 
as a thermometer measures temperature 


















THIS BOOK 
TELLS YOU ALL ABOUT NEW 


“Seeing 4 Believing” PLAN 


The book pictured above tells you all about the 
finest plan ever devised for demonstrating the 
advantages of I. E. S. Better Sight Lamps. 


The new plan is based on the Light Meter and 
a demonstration kit that goes with it. It puts the 
facts before your customer’s eyes. They can read 
the Light Meter as easily as they read a yardstick 
—and see for themselves that I. E. S. Better 
Sight Lamps give several times as much light as 
the old lamps in their homes. Seeing is Believing. 


AT THE NEW YORK AND CHICAGO LAMP SHOWS— 
all I. E.S. Better Sight Lamp Makers will show 
demonstration kits, as well as many new models. 
For further information, write I. E. S. Better Sight 
Lamp Makers, 2116 Keith Bldg., Cleveland, Ohio. 


eee eae CORPO soem 
I, E. S. Better Sight Lamp Makers HA 
2116 Keith Bldg., Cleveland, Ohio. 

Gentlemen: Please send a copy of ‘Seeing is 
Believing for Merchants.” 1 am interested in making 
bigger profits with I. E. S. Better Sight Lamps. 


Name 





Firm 


Address 
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STRAITLOK 


POULTRY NETTING 























U S. STRAITLOK and 
aU, S. HEXLOK Poultry 
Nettings—made with the 
perfected LOCK-TWIST 
Weave—are recognized 
everywhere for their all 
‘round superiority. Yet, 
they cost no more. 


U.S. STRAITLOK—the 
original straight-line net- 
ting—is woven like farm 
fence... Stretches per- 
fectly without top-rail or 
baseboard... Costs less 
to erect... Gives long, 
satisfactory service. 


Made of Copper-Bearin 
Steel Wire in one oan 
two-inch mesh Galvan- 
ized Before or After 
Weaving. Furnished in 
all standard heights from 
12 to 72 inches. 


=p.4 me) | 


POULTRY NETTING 


PY) = 
U.S. HEXLOK Poultry FRAC Miata te 
Netting—companion A ‘ 
to U. S) STRAITLOK— hee i 
sets an entirely new “a ' a’ 2 
standard of quality for \ > ae a 
hexagon-mesh fabric. s9 H j \ ae ts 

, “ a; 


y 
The LOCK-TWIST 
Weave produces a more 
uniform, more rigid fab- 
ric, neater in y gee pea 
easier to handle and cut, 
superior in service. 


U.S. HEXLOK is avail- 
able in all fast-moving 
widths and weights, Gal- 
vanized Before or After 
Weaving; heights 12 to 
72 inches. The one- 
inch mesh comes in No. 
19 and 20 euges the 
two-inch mechie 0. 16, 
19 and 20 gauge; the 
13-inch mesh in No. 16 
auge. All Copper- 
Beating Steel Wire. 


Ask your jobber, or write 
for further information! 


INDIANA 


STEEL & WIRE CO. 


MUNCIE INDIANA 
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from time to time many different 
sizes and shapes of oilstones to his 
tool outfit, including not only the 
artificial stones in several different 
grits, but also natural stones to be 
used for removing the last touch 
of wire from the most delicate tools. 

There is another tool that every 
worker in wood must use to secure 
the finest results. That tool is “sand- 
paper” and it is a most essential 
part of the equipment of such work- 
ers, whether amateur or _profes- 


sional. Today almost everybody 
knows there is no “sand” in sand- 
paper. 


Men employed in industrial wood 
working plants have experienced the 
quality difference in abrasive paper 
coated with crushed garnet. It cuts 
faster and lasts many times longer 
than the ordinary sandpaper whose 
mineral coating is crushed flint 
quartz. 

Makers of abrasive papers and 
cloth have carried the refinements 
of garnet coated products to great 
extremes to cover every possible 
need. In addition to Garnet Cabi- 
net Paper which is furnished on 
rugged backing varying from me- 
dium to heavy, extremely fine grits 
(8/0 to 0) are available in lighter 


coatings and on very thin and pli- 
able backings. These are known 
as finishing papers and are de- 
signed for rubbing down coatings 
of stain and other finishes and also 
for the sanding of curved and 
carved parts—those hard-to-get-at 
places—without cracking. 

Two grits in Garnet Paper, 1/2 
and 2/0, and two in Garnet Finish- 
ing Paper, 4/0 and 6/0, give a 
reasonable range for any home job 
of wood sanding and finishing and 
automatically place hardware mer- 
chants in the preferred class—those 
who sense, and cater to, the real 
needs of the advanced home crafts- 
man. 

It is hard at the present time to 
estimate the volume of small tools, 
sharpening stones and sandpaper, 
but it is safe enough to say that 
many millions of dollars wil! be 
spent on these lines in the next few 
years. The development of this busi- 
ness is a matter of utmost impor- 
tance and should be watched closely 
by the hardware trade. Careful se- 
lection of stocks, good counter and 
window displays and the education 
of clerks in the application of these 
lines will be on the program of 
every progressive hardware man. 





Milwaukee Dealers Organize to Combat 
Chain Competition 


NDER the sponsorship of the 
Frankfurth Hardware Co., 
wholesale firm of Milwaukee, 

Wis., a group of retail hardware 
dealers of that city recently forr-ed 
the Five Star Stores, Inc., to com- 
bat the growing price competition 
from chain stores. 

The opening shot in the campaign 
was fired when the’ group’s manage- 
ment announced to the _ public: 
“Banded together in an organiza- 
tion of leading hardware merchants, 
the Five Star Stores combine their 
buying power to achieve the econ- 
omies in purchasing that in turn 
mean greater values and greater 
savings to you. Now in a smashing 
bargain event, we inaugurate this 
new Five Star Service in Milwaukee 
with a mighty demonstration of our 
value-giving power . . .” 

The group will use such methods 
as store re-arrangement; publicity 
by means of weekly display adver- 
tising in newspapers and handbills 
on special occasions; merchandise 
clinics and training of sales groups, 
and other means deemed necessary 
to modernize retail hardware stores. 

Plans and sketches, showing the 
proper window layout with suitable 


background, are given to member 
stores one month ahead of their 
showing to the public. This allows 
the merchant sufficient time to order 
his stock of special articles to be 
offered in the newspaper display 
advertisements. All of the windows 
in the members’ stores are uniform 
for any given week. 

For the opening week, 75,000 
copies of a special circular were 
distributed by the management of 
the Five Star Stores, offering numer- 
ous kitchenware articles at attractive 
prices, which practically equalled 
similar articles offered by the chain 
stores. The weekly advertisement, 
almost an entire newspaper page, 
included dozens of items for the 
home in the hardware and _ house- 
wares line. 

In operation, the Five Star Stores’ 
method of serving its members re- 
sembles the successful grocers’ sales 
promotion organization. When the 
Milwaukee group began to function, 
32 members were enrolled, compris- 
ing all neighborhood hardware 
stores in the city and county. It is 
the aim of the organizers to eventu- 
ally cover the entire state of Wis- 
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-consin as well as the northern coun- 


ties of Illinois. 

Harold Hirth, who has had long 
experience in merchandising and 
sales promotion and who has been 
manager of the store planning serv- 
ice of the National Retail Hardware 
Association, is manager of the Five 
Star Stores. An advisory committee 
of neighborhood hardware dealers 
includes Alex Zollman, A. H. Franz, 
Robert F. Illian, Bernard Dziennik, 
and Harold Reineck. Meetings of 
the members are held at the Frank- 
furth company’s offices once a 
month. There several typical dis- 
play window stages have been in- 
stalled in an assembly room, where 


the weekly changes in display of 
merchandise are shown and ex- 
plained. Open discussion is wel- 
comed as the sponsors wish to re- 
ceive comment or constructive criti- 
cism from the members when the 
preliminary displays are shown at 
the meetings. 

The expense involved in planning 
the displays and other services ren- 
dered is covered by a nominal serv- 
ice charge made monthly. The ad- 
vertising expense is divided equally 
among all members. They are not 
required to purchase all of their 
stock from the Frankfurth Hardware 
Co. 





Group in the assembly room of the Frankfurth Hardware Co. 


The Bird-Ward Test Case 


(Continued from page 23) 


years the nine mail order 
branch houses of Ward and its 
(approximately) 540 retail 
stores handled their own pur- 
chases direct to factories who 
in turn made direct shipments 
to these particular points. This 
particular bit of information 
will be interesting to wholesal- 
ers and retailers in the hard- 
ware field who have been told so 
often by manufacturers of the 
huge orders placed by Mont- 
gomery Ward & Company and 
other mail order houses in one 
lump order and one lump ship- 
ment to Chicago or some other 
point. Mr. Blair said that prior 
to two years ago mail order 
branch houses furnished goods 
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to the retail stores and their 
Chicago headquarters had han- 
dled general buying. According 
to his story, the present plan is 
that buyers at Chicago head- 
quarters interview manufactur- 
ers, work out price arrange- 
ments and notify ali mail order 
branch houses and retail stores 
who in turn place their own 
specifications and in every re- 
spect act as individual units. 

It was also developed that 
merchandise sold through the 
catalog or mail order end of the 
Ward business retained the 
Bird identity only through pat- 
tern identification and _ that 
they are sold as Wardoleum 
and Super Service Wardoleum 














(Patent No. 2,060,717) 


EASY to SELL 
because It’s 


EASY to USE 


The Blair EZ Sidewalk Plow 
takes the drudgery out of clear- 


ing snow from sidewalks. 


“You simply walk the length of 
the sidewalk, pushing the plow 
ahead of you— no bending 


over. It’s quick and easy to use. 


The 1937 Model has improved 
and added features which 
make it more efficient. This 
winter will be a big season on 
the EZ Sidewalk Plow — get 
your share of this new and 


profitable business. 


Send for circular and prices. 


BLAIR 


MANUFACTURING COMPANY 
Established 1879 
SPRINGFIELD, MASSACHUSETTS 























WICKWIRE 
NETTINGS 


is made from open hearth, copper 
bearing steel, drawn in our own mills 
where methods of weaving and the 
amount of galvanizing are according 
to definite and proven uniform quality 
standards. No material or operation 
is ever skimped. 

That’s why Wickwire nettings are 
tough but never brittle, why they 
resist rust whether exposed or buried, 
why they unroll flat, hang straight, 
stay tight without extra supports. 
These factors of uniformity mean re- 
peat business, turnover and profit 
from— 


HEX POULTRY NETTING 


all meshes in widths up to 72"' of 150 
lineal feet bales. 


NET-WICK 


A straight line poultry perfected fence 
with a combination of mesh and 
gauge wire that makes a perfect poul- 


try fence. 
HEN-CHICK 


A combination mesh all purpose poul- 
try fence for all sizes of poultry. 





Galvanized either before or 
after weaving. 


Your jobber will supply you. 











WICKWIRE 


BROTHERS 
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and not as “Neponsit” and 
“Economy” respectively. 


When Mr. Pencke asked Mr. Blair 
the amount of purchases by Mont- 
gomery Ward from Bird & Son, 
Ward’s attorney objected because 
the invoices were already on record 
and said this was an unnecessary 
repetition. The Court explained that 
the Government had a right to check 
on this phase of the question as 
there might be a variance between 
previous reports and the report of 
this particular witness. The attorney 
objected again on the grounds that 
it impeached the integrity of a pre- 
vious witness. This objection was 
overruled and Mr. Blair said ap- 
proximately $15,000 which was close 
enough to the figure given in Bos- 
ton. 

Mr. Blair identified a Bird general 
price list which, he said, he assumed 
had been sent the general trade and 
which he identified as a price list 
he had seen about July 1. He said 
he understood there were no fur- 
ther discounts from these prices in 
view of the fact that this was a gen- 
eral trade notice. When asked for 
quantities of merchandise purchased 
by Montgomery Ward he answered 
“as needed” and said the mail or- 
ders branches generally buy in 
carlot quantities and the retail stores 
buy in less than car lots. 

The net result of this particular 
day’s questioning was an agreement 
that Mr. Blair would prepare, for 
the Federal Trade Commission, sets 
of catalog sheets from each of the 
nine branch mail order houses. 
These would show floor covering 
products and identify by a check 
mark the particular products fur- 
nished by Bird whom he said had 
not sold Ward any merchandise for 
some time. It was implied that other 
sources of supply were used to a 
greater extent than Bird on the sale 
of floor covering items, although this 
was not firmly established. 

Attorneys for Respondents were 
scheduled to hold a_ conference 
Thursday afternoon to determine 
what action would be taken in con- 
nection with the invoices of Bird 
then in custody of the reporter who 
served in Boston. It was quite clear 
that the respondents did not wish the 


government to have these invoices 
and that they were delivered under 
objection in the first place at the 
closing session of the Boston session 
of the hearing. 

In an effort to arrive at a specific 
example of alleged price discrimina- 
tion, government counsel had asked 
Mr. Anderson regarding shipments 
to the Montgomery Ward store in 
Albany, New York, then asked if 
any other dealers from the Albany 
area were sold similar merchandise 
in the same period, June 19 to Oc. 
tober 31. There then developed the 
question as to what were recognized 
trade areas. The Judge suggested 
that the zone areas mentioned in 
previous price lists might serve, but 
it was plain that these particular 
zone areas were premised on price 
differential adjustments with the 
nearest competing manufacturer 
(basing points) and therefore not 
suitable for this purpose. 

Mr. Blair said he believed mail 
order and retail store selling prices 
of Montgomery Ward were different, 
based on delivered cost variances. 
This, he said, was the basis on which 
the company works, there being no 
standard mark-up system as the 
company attempted to be competi- 
tive in all merchandise at all points 
and acted accordingly. 

He said there was a variance be- 
tween the prices quoted by the nine 
branch houses in the mail order divi- 
sion of the business and a variance 
among the retail stores depending 
upon freight and other factors. 

Toward the close of the first Chi- 
cago session, Ward’s Attorney Win- 
ston referred to the entire hearing 
as “an inquisition contrary to the 
constitutional rights of private citi- 
zens as guaranteed under the Sth 
amendment to the constitution” and 
said that all testimony had followed 
illegal procedure in an effort to find 
from respondent a statement to be 
used against respondent and that he 
wanted the transcript to be complete 
to prove the way the investigation 
had proceeded. He said that if any- 
one had been hurt by the alleged 
practices under scrutiny that “cer- 
tain person” should be present to 
state his case accordingly. 





Editors Viewpoint on the 
Bird-Ward Case 


(Continued from page 23) 


of these procedures and yet under 
the circumstances there is no other 
way for the government to pursue 
the situation. 


From Montgomery Ward’s stand- 
point the publicity incident to this 
type of a case may prove an advan- 
tage, inferring, as it does, that they 
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have better cost prices and therefore 
better selling prices. 

On several occasions Government 
counsel attempted to ask questions 
on retail selling prices and to de- 
velop comparisons as part of the 
evidence. This was always resisted 
on the basis that the Robinson-Pat- 
man Law concerns itself only with 
cost prices among competitors and 
did not specify that there should 
be any uniformity in selling prices 
among competitors. The Govern- 
ment maintained, while this is true, 
a marked difference in selling prices 
could very properly be considered 
as a clue to tracking down better 
cost prices. Nothing was gained 
from this conclusion as witnesses 
indicated an inability to answer 
these particular and highly impor- 
tant questions. 

At the close of the first Chicago 
session there was much speculation 
as to whether or not respondents’ 
attorneys would seek a Circuit Court 
Injunction against the Federal Trade 
Commission to withhold from its 
scrutiny and analysis the 1400 Bird 
invoices delivered in the custody of 
the reporter who handled the Bos- 
ton hearing. 

An observer, without legal train- 
ing, could not help wonder if there 
were nothing of a price discrimina- 
tory nature to be found in the in- 
voices, why respondents were not 
willing to have the Government 
analyze them completely. I_attempted 
to get an answer to this phase of 
the problem from respondents’ at- 
torneys in an informal discussion. 
When I heard their reasons I was 
more perplexed than if I had not 
asked the question. The constant ob- 
jections of respondents’ attorneys 
and the “split hair” technical inter- 
pretations implied in questions 
caused more confusion and more 
wonder. 

One could not help but wonder 


why in view of respondents’ definite 
stand and apparently clear-cut re- 
buttal to the complaint, there should 
be any unwillingness to answer all 
questions cléarly and provide, 
promptly, necessary data requested 
by the Government. Surely such a 
procedure would have saved time 
and would have been far more con- 
vincing than constant protest which 
only engenders suspieions which 
might be entirely unfounded in this 
situation.” The “objections” I learn 
are necessary: as a technical basis 
for any future appeal in the courts. 

There is a strange informality 
about a Federal Trade Commission 
hearing and it must be said that 
Government counsel is most cour- 
teous and considerate and never in- 
dulges in any pyrotechnics which so 
often feature any type of court pro- 
cedure. There was no oratory, no 
shouting and no high pressure meth- 
ods by Government attorneys. 

In conversation with the Commis- 
sion’s representative, during recess, 
I learned that a cosmetic case will 
be heard in New York some time in 
January. It involves four well-known 
leading, nationally advertised 
brands of perfume and cosmetics 
sold through chain and independent 
channels extensively. This should 
prove, though not a hardware store 
item, a better factor for precedent 
in connection with the Robinson- 
Patman procedure than did the 
Bird-Montgomery Ward case, as the 
distribution of Bird products is not 
sufficiently general to make an in- 
vestigation completely and rapidly 
as is required to make any progress 
in connection with this law and its 
enforcement. The cosmetics case 
should include a study of advertis- 
ing allowances and demonstrators’ 
fees which are common forces of 
discriminatory discounts. 


—C. J. H. 





Predicts Further 


Further business improve- 
ment in 1937 has been forecast by 
Col. Leonard P. Ayres, vice-president 
of the Cleveland Trust Co. Colonel 
Ayres in recently addressing the 
Cleveland Chamber of Commerce 
said: “The conclusion that seems 
justified is that general business will 
be better in 1937 than it has been 
in 1936 in spite of the unrest that 
prevails in much of the world, the 
labor difficulties which may develop 
here, and the new legislation that 
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Improvement 


the Congress may enact.” Increases, 
he declared, were likely to continue 
in new construction; in railroad 
freight traffic, and in automobile 
production, while advances are also 
probable in the cost of living and in 
wholesale and retail commodity 
prices. In Colonel Ayres’ opinion 
it is “quite unlikely that any price 
condition that could be truly termed 
inflation will develop in this country 
in 1937.” 





—— 
efoto} 


SELLERS 





Carefully chosen from actual sales records, 
the three twist drill kits illustrated feature 
those sizes which sell—rapidly and easily. 
They ofter retail stores maximum profits 
from a minimum investment. 
Each of the three shown, and listed here, 
is available in three different assortments 
for different sized stores. 
Jobbers Drill Kit No. 200 (top) 
Wire Gage Drill Kit No, 300 
(above) 
Bit Stock Drill Kit No. 400 
(bottom) 
And the varnished hardwood cabinet is fur- 
nished free with the assortment. It costs 
you nothing. Its value, to you, cannot be 
over-emphasized. Every compartment is 
plainly marked and the assortment is light 
in weight—easy to handle. 


Ask, your jobber or write direct to— 


GREENFIELD TAP & 
DIE CORPORATION 


Greenfield, Massachusetts 
Detroit Plant: +2102 West Fort Street 
Warehouses in New York and Chicago 


In Canada: Greenfield Tap & Die Corp. of 
Canada, Ltd., Galt, Ont. 
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for Retail 


New and Improved Merchandise— 
Display Helps—Sales Literature— 


Hordware Stores 


Airstat Humidifier 





The Airstat is a practical and simple 
air-moistening device, which fits di- 
rectly over radiators and which can be 
easily and quickly installed. Action 
is entirely automatic—no motors or 
apparatus. Applies principal! of evapo- 
ration through wick action; heated air 
passed freely through wick, absorbing 
the needed moisture. The hotter the ra- 
diator gets, the more moisture the Air- 
stat supplies. Troughs are of seamless 
drawn brass, said to be rust or corro- 
sion proof and will not leak. Made in 
four sizes, retailing from $3.75 to $5.50. 
Peter Gray Corp., Third and Binney 
Sts., Cambridge, Mass. 





1937 Coleman Camp Stoves 


Model 418, shown, is the largest in 


the 1937 line. Its large size and extra 
burner provide a cooking capacity ade- 
quate for large family cottages or 
camps where big quantities of food 
must be cooked at one time. It may 
be fitted with the Coleman folding oven 
for baking. The Hi-Power burners of 
the windproof type, are said to light 
instantly and regulate to any desired 
cooking heat. The rust and corrosion 
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proof Everdur metal fuel tank, removy- 
able for safe filling without disturbing 
cooking utensils, is standard equip- 
ment. Other models are of two-burner 
design to fit a variety of needs. All 
make their own gas from ordinary lead- 
free gasoline and light instantly; fold 
up and carry like a suit case and are 
equipped with Hi-Power burners. All 
have Everdur metal fuel tanks, with 
the exception of Model 4F, which has 
a steel tank. Folding oven is optional 
equipment for all except Model 2H, 
which is fitted with a built-in folding 
oven. The Coleman Lamp and Stove 
Co., Wichita, Kan. 


Kitchen Tools Display 


’ 


KNIFE. \ 





One of the new five-color lithograph- 
ed merchandise displays, featuring 
“Easy-Aid” Quality Kitchen Tools. 
Display, shown, carries 12 stainless 
kitchen knives with -riveted Catalin 
handles in assorted colors, and reaches 


Window Trims — New Packages 
— New Colors — New Deals — 


SF OTC RTT 





the dealer with merchandise mounted 
and ready for display on counter or 
aisle tables. G. N. Coughlan Co., Or- 


ange, N. J. 


Freed-Eisemann Radio 


In the description of the Freed-Eise- 
mann portable radio, model FE-33 in 
this section of the Dec. 3 issue, the 
wave length range of the radio was 
stated to be from 200-250 meters. It 
should have read from 200-550 meters. 
Freed Mfg. Co., 44 W. 18 St., New 
York City. 


Silex Coffee Service 





Consists of the 8-cup Silex glass 
coffee maker with Moldex decorated 
shell, Moldex creamer and sugar and 
the popular Snack Tray. It is a 
matched set but each piece may be 
used individually and although it is a 
single sale item, items may be sold 
separately. Either the kitchen range 
model or the electric table model Silex 
may be used in the combination and 
is available in red or black Moldex 
shell. The latter model has the new 
stove with gracefully curved handles 
of moldex. Silex Co., Hartford, Conn. 
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4 Dealers Want These 
15 New Numbers 


The country’s going PREMAX on rods this 
year ... if we can judge by the warm re- 
ception given this new line. If you haven’t 
seen it, write for samples of the new 
double-grip 


Detachable Offset Handle 


with a positive reel locking clamp that 
can’t get out of order. Seven numbers 
selling from $1.00 to $1.75. And, in addi- 
tion, PREMAX introduces the 


Brown Oxidized Finish 


That’s the delight of every buyer who has 

seen this line. It’s great for that eye- 

appeal that makes volume sales. 
Send For Prices and Sample 


Get the special bulletin describing the new 
Premax Solid Steel Rods and Prices. 


PREMAX SALES DIVISION 
& Chisholm-Ryder Company, Inc. 
-43801 Highland Ave., Niagara Falls, N. Y. 


: 


























ON SALES! 


Greatly improved 
over last season 
this Turner Blow- 
torch is a better, 
faster seller. Big 
bronze “All Weather” burner and cast 
drip cup give it PERFORMANCE 
that backs up its sales appeal. Ask 
your jobber to show you a Number 150 
—then get in your order without delay. 











No. 150 
List Price . . . $4.00 










IS YOUR NAME ON OUR MAILING LIST? 


¢’ JHE TURNER BRASSWORKY ? 


400 Park Ave., Sycamore, Ill., U. S. A. 
Plumbers’ and Tinners' Fire Pots, Camp Stoves, Gasoline Lanterns, Lamps, etc. 
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SOUTHERN 
1421 Fort Street 
Chattanooga, Tenn. 
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HOLTITE 
STOVE BOLTS © 


Stock the complete Holtite line 


NUTS - SCREWS = RODS | 
_ BOLTS - WASHERS © RIVETS 
\ “THREAD-FORMING" SCREWS / 


\ for fastening sheet metal 


Sold through 
Hardware 





/ 
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REW CO. 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 
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The Original and Only 
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“® LITTLE DOES # » Lor” 
4 
INSURES QUICK, LASTING PROTECTION 
SAVES TIME AND MONEY 
PREVENTS ACCIDENTS AND LAWSUITS 
AS NECESSARY IN WINTER AS FUEL 
PROFITABLE; FAST-MOVING WINTER SELLER 


Jobbers and Dealers write or wire for proposition. 


MELT-ICE CO., INC. 
50 Church St., New York City 
TEL. CORTLAND 7-6550 
Rush details Melt-ice winter sales proposition. 











Dazey Packages 





The package under the Xmas wrap- 
per on Dazey Can Openers, Super- 
Juicers, and Sharpits tell its own sales 
story. After Xmas the wrappings can 
be removed and the package put in 
stock. Dazey Churn & Mfg. Co., St. 
Louis, Mo. 





New Size Sockets 





Three sizes, known as Nos. X72, 
X94, and X100 have been added to the 
Bonney line of 1 in. square drive extra 
heavy-duty sockets. No. X72 has 2% in. 
hexagon opening and is for 1% in. 
Am. Std. bolts and nuts, while Nos. 
X94 and X100 have hexagon openings 
of 25/16 in. and 3% in. and are for 
U.S.S. bolt sizes of 1% in. and 2 in. 
respectively. They are drop-forged of 
Bonney “CV” Chrome-Vanadium steel, 
chrome plated and polished. Bonney 
Forge & Tool Works, Allentown, Pa. 


Enduro Stainless Steel 


A new series of booklets on Enduro 
Stainless Steel has been issued by Re- 
public Steel Corp. First in the series 
is one of a general nature, explaining 
the reasons for the rise in popularity 
of stainless steel and illustrating many 
of the more important applications of 
Enduro. A chart lists the analysis and 
detailed properties of 13 of the prin- 
cipal types of Enduro, contrasted with 
the properties of a common carbon 
steel, S.A.E.1020. Another table sets 
forth the degree of corrosion-resistance 
of four leading types of Enduro in 
the presence of some 300 foods, chemi- 
cal products and reagents. A second 
book features detailed data on Enduro 
18-8 and its several variations. The 
third is devoted to the __ straight- 
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chromium types of Enduro—AA, §, 
S-1, and FC. The fourth booklet con- 
tains information on the heat-resisting 
types of Enduro—HCN, HC and NC-3. 
The fifth treats Enduro 4-6 per cent 
Chromium Steels. These latter are not 
stainless but intermediate between or- 
dinary carbon and stainless steels. All 
are available from Republic Steel 
Corp., Republic Bldg., Cleveland, Ohio. 





Tire Chain Sales Aids 


A complete point-of-sale assortment 
has been designed for Weed American 
Bar-Reinforced Tire Chains. The as- 
sortment comes complete in a single 
package and contains one _ on-the- 
window display poster, 21x 39in., il- 
lustrating an eye-compelling scene in 
strong colors; two colorful window 
streamers, 8x 24in.; a counter card, 
12x 16in., that brings out the chief 
selling points of the chains, and a 
smaller door or window poster, 8 inches 
square. In addition, there are also in- 
cluded a catalog, price list, folders, 
and lapel button. American Chain Co., 
Inc., Bridgeport, Conn. 





Vollrath’s Enduro Ware 


sete 





Vollrath is introducing a new line 
of Enduro Stainless Steel ware to sup- 
plement its other kitchenware lines. 
The new line includes a wide variety 
of items in a streamline design that 
combines simplicity with balance. As 
part of the introductory program for 
this line, the company is featuring a 
one-quart open saucepan, illustrated, 
specially priced, together with colorful 
counter display cards, counter folders 
and other sales material, furnished 
free to Vollrath dealers with initial 
order shipments. Vollrath Co., She- 
boygan, Wis. 





*“Tern-Rite” Skates 





Self-steering made possible by lean- 
ing in desired direction, the shifting of 
the weight accomplishing the turn 
without raising feet off ground. Rear 
trucks are cushioned on vertical spiral 
coil springs, which give knee-action, 
shock-absorbing ride. Eighteen ball 
bearings per wheel insure easy action 
and effortless speed. Worn rim may 


be replaced without replacing barings, 
since wheels are demountable. Skates 
are cadmium plated to give greater 
degree of rust-resistance. Will fit any 
size foot from child to grown person. 
Special T-iron and double channel 
construction gives greater strength and 
durability. Suggested retail selling 
price, $2.95. Tern-Rite Mfg. Co., River- 
side, N. J. 





Stevens Shotgun 


This Over-Under Double Barrel shot- 
gun No, 430 has a barrel of high pres- 
sure compressed steel, blued, proof 
tested; 12 gage, 26-28 or 30 inch under 
barrel modified. Over barrel full 
choke. (Improved cylinder and modi- 
fied choke or skeet bore furnished on 
request.) Positive extractors. Action is 
of simple, rugged design and made 


from alloy steel; hammerless, coil 
spring; automatic safety which may 
easily be changed to independent 
safety. Front trigger fires under bar- 
rel. Stock is of selected American 
black walnut and has fluted comb and 
full pistol grips. Stock and forearm 
checkered. Weight, about 7% Ibs. 
Suggested retail price, $39.50. Stevens 
Arms Co., Chicopee Falls, Mass. 
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MOTO-MOWER 


FOR 19 YEARS THE PREFERENCE OF USERS 
OF POWER LAWN MOWERS 


HERE’S A Profitable—NATIONALLY-ADVERTISED 
NATIONALLY-KNOWN LINE of ... 


LOW-PRICED MOTO-MOWERS 
FOR THE LIVE HARDWARE DEALER 


You can create sales and profit by displaying on your 
floor our hardware line of power lawn mowers— bearing 
a name that for 19 years has been a symbol of power 
mower quality throughout America. Priced to be sold 
in competition with mail order lines. Write for literature 
& upon this hardware line of Moto-Mowers and informa- 
tion upon our exclusive deal- 
ership proposition. 


Complete line of larger power 
lawn mowers up to 72” cutting 
= width also available. Write 


§ for catalog. 















e 
MOTO-BOY MODEL 


A WELL-DESIGNED, RELIABLE $7 6°20 
MOTO-MOWER RETAILING AT _— 


THE MOTO-MOWER CoO. 


4607 WoopwarD AvE.. DETROIT. MICHIGAN 


f. 0. b. 
Detroit 
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PAINT DEPARTMENT 
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RE you making as much money as you should from your paint 
department?...We don’t believe you are... Are you interested in a 


THE WATSON. 
STAND 


ts, 
Manufacturer? pitective TTSBU 
ae era onsices? Po 


Factory and —— 

































Grocer, 
Druggist, 
Gift Shop, 
Variety and 
Department 

Store has been 
waiting for this 
. pencil to mark 

Cellophane packages 


Customers 7eed 
this CELLOPHANE’ 
Pencil 


Check for 
Samples : 





















Osrack Oren Osive Ocreen 
Name 
Address 
City State 
SS 6 ° PENCIL ———— 
‘2 7 Sy Or ef COMPANY, PHicaveLrHia 
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The fact that Greenlee Spiral Screw 
Drivers are different would not be of 
much importance, if these differences 
did not make them better—better to 
use and easier to sell. But they do, as 
can readily be proved by trial. You will 
find that the spiral is fully enclosed to 
exclude dirt and provide for complete 
lubrication; that all adjustments are 
made without moving the hands; that a 
full grip is provided for the guiding 
hand; and that they present a most at- 
tractive and well-balanced appearance. 


These features make Greenlee Screw 
Drivers easy to sell. But, best of all, 
they stay sold, because of these fea- 
tures and because they give dependable 
service and have long life. Just order 
one now and try it out, or let us send 
additional information. 


GREENLEE TOOL CO. 


1715 Columbia Ave Rockford 


Ilinots 
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The Fair Trade Decision by the 
Supreme Court 


(Continued from page 28) 


Brothers, New York, last week, 
stated: “The decision legalizes 
price maintenance contracts be- 
tween producer and dealer, and 
where such contracts exist be- 
tween a producer and one dealer 
the same obligation to adhere to 
the established retail price is 
forced upon all dealers in the 
particular commodity involved, 
even though they have not signed 
a contract.” Alluding to one of 
the state laws under review the 
Court, in its opinion, said: “The 
essence of the statutory violation 
then consists not in the bare dis- 
position of the commodity but in 
a forbidden use of the trademark 
brand, or name in accomplishing 
such disposition. The primary 
aim of the law is to protect the 
property—namely the goodwill— 
of the producer which he still 
The price restriction is 
adopted as an appropriate means 
to that perfectly legitimate end, 
and not as an end in itself. We 
are here dealing not with a com- 
modity alone, but with a com- 


owns. 








modity plus the brand or trade- 
mark which it bears as evidence 
of its origin and of the quality of 
the commodity for which the 
brand or trademark stands. Ap- 
pellants own the commodity; they 
do not own the trademark or the 
goodwill that the mark symbol- 
izes. And goodwill is property in 
a very real sense, injury to which 
like injury to any other species of 
property, is a proper subject for 
legislation.” 

“The Supreme Court decision 
declares constitutional the fair 
trade practice statutes of Illinois 
and California. These laws for- 
bid retailers within a State, 
whether or not they are themselves 
parties to price maintenance con- 
tracis, to sell branded goods be- 
low prices stipulated in such a 
contract. A manufacturer need 
sign a contract with only one 
wholesaler or retailer and the en- 
tire trade is bound as if each and 
everyone had signed a contract.” 

In their letter Oliver Brothers 
add: “It needs to be emphasized, 











This window of the Bomar-Summers Hdwe. Co., Louisville, Ky., won first 
prize in cities of over 10,000 in the recent tool window display contest spon- 
sored by The Carborundum Co., Niagara Falls, N. Y. 
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however, that manufacturers may 
offer their goods without resale 
price maintenance contracts and, 
presumably, many of them will 
continue to do so, because they 
will recognize that fixed resale 
prices which have to be adhered 
to will probably be rather too 
generous to the dealer at the ex- 
pense of the consumer and tend to 
restrict sales and to retard general 
recovery from depression con- 
ditions.” 

Another important point they 
emphasize is that the Supreme 
Court decision only legalizes re- 
tail price fixing in _ intrastate 
trade and the Anti-Trust laws 
still interfere with effective price 
maintenance in interstate com- 


merce. 
* + * 


From an editorial in the New 
York Times of December 9, we 


quote as follows: 


“The Supreme Court explicitly 
states that it did not consider, and 
was not called upon to consider, the 
merits of the long-continuing argu- 
ment over the economics of price- 
maintenance. Its decision is based 
solely on legal grounds. Here it 
draws a distinction between ordinary 
commodities and commodities which 
bear a brand or a trademark as 
evidence of their origin. In the 
case of goods of the latter type the 


court holds that a merchant who 
buys a trademarked article acquires 
ownership of the commodity itself. 
but not of the mark or of the good- 
will which the mark symbolizes. 
The ownership of the goodwill re- 
mains the property of the producer, 
and a law designed to protect this 
property by forbidding the sale of 
the article below a fixed price is 
described by the court as an ‘ap- 
propriate means to a perfectly legiti- 
mate end.’ There is nothing in such 
a law so arbitrary or unfair as to 
constitute a denial of due process 
to the merchant who buys the goods 
for resale. Nor is any element of 
compulsion involved, for the court 
holds that merchants are not obliged 
to buy trademarked goods, and their 
voluntary acquisition of such articles 
carries with it ‘upon every principle 
of fair dealing’ assent to the protec- 
tive restriction regarding prices. 

“The Supreme Court decision 
clearly establishes the power of 
legislature to enact measures in this 
field and for this purpose. But 
whether it is wise or unwise for 
them to exercise this power is a 
question that will be debated with 
as much vigor as before.” 

It is certain with the Patman 
law now backed up by the Su- 
preme Court decision, there will 
be a new era in selling. Sales 
developments as a result of these 
new laws will make interesting 
sales history in the future. 








Carborundum Co. Contest 


“Tae 


wS 


— 


ee 








LE SWIFTCO 





The window of I. E. Swift Co., Houghton, Mich., won first prize in cities of 
under 10,000 in the Carborundum Co. tool window display contest. A com- 
plete list of other winning windows is contained on page 41 of the Dec. 17 


issue of HARDWARE AGE. 
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Prepare for active 
garden tool demand 


Every indicator points to an ex- 
ceptionally brisk demand for gar- 
den tools this Spring. Canned 
vegetables are scarcer than usual, 
higher in price. Result—more 
home gardens. And increased 
consumer buying power means 
that old, worn-out tools will be 
replaced with new ones. 


Prepare to meet this Spring’s 
increased demand with NOR- 
CROSS time-tested garden tools. 
Find out which of your jobbers 
sells NORCROSS products, in- 
cluding the new “competitive 
priced” Bushnell Brand. You'll 
find that NORCROSS prices are 
right, and that NORCROSS tools 
are the last word in quality, de- 
sign, workmanship and finish. 


Sold only thru Independent 

wholesaler-retailer channels 

C. S. Norcross & Sons 
Bushnell Illinois 






Members American Institute of 
Fair Competition 


Quality Garden Tools 
Since 1891 
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The Right Blade 
for The Right Job 


This attractive automatic salesman 
brings to your customers immediate 
attention the desire for new Trojan 
blades, and at the same time provides 
you with a perpetual inventory of 
your stock. The balanced line of 
lades displayed enables him to pick 
the right blade for his particular job 
and thereby sending him away a sat- 
isfied return consumer. 

Our intention is to distribute to the 
dealer through the jobber; if your job- 
ber does not handle our product, write 
us direct. 

Write for FREE CATALOG 


ACKERMANN-STEFFAN & CO. 
4509 Palmer St., Chicago, U.S.A. 








by more than 
a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the 
big hotel value 
in Philadelphia. 
1200 rooms and 
baths from $3.50. 


THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 

















How's the Hardware Business 


(Continued from page 47) 


have seen the largest sled and ice 
skate business for years. Factories 
can supply only small quantities, 
from day to day. Stocks of all job- 
bers on wheeled toys and vehicles 
are depleted. Factories working 
night and day have not been able to 
keep up with the demand. 
* * * 

Thought and effort now turn 
to the inventory period, and to the 
promotion of sales of cold weather 
goods for the remaining months of 
winter. January clearance sales in 
successful stores fulfill their purpose 
more completely, because they fea- 
ture attractively the still-seasonable 
lines, where stocks are large or 
movement has been slow. In other 
stores, the temptation is irresistible 
to hold stocks and prices at top 
levels until tow late for successful 
clearance. With the buying appe- 
tite of the public aroused, and their 
purses now better filled, store own- 
ers cannot excuse large carry-overs 
of their merchandise between sea- 
sons. 

* * * 

Despite widespread drouth 
during the growing season, the 
country’s gross farm income in- 
creased a billion dollars during 
1936, the department of agriculture 
reported recently. Income from 
crops, live stock, live stock products, 
and government benefit payments 
rose to $9,530,000,000 this year, 
while in 1935 the gross return was 
$8,508,000,000. Crops alone ac- 
counted for $3,870,000,000 of the 
total, and live stock and live stock 
products for $5,180,000,000. The 
estimates on crop totals varied only 
slightly from previous figures. The 
corn harvest was placed at 1,524,- 
317,000 bushels, valued at $1,514,- 
203,000, compared with 2,296,669,- 
000 bushels at $1,505,396,000 a 
year ago. Wheat production 
amounted to 626,461,000 bushels val- 
ued at $624,338,000, against 626,- 
344,000 bushels at $521,233,000 in 
1935. Of the score or more of lead- 
ing crops covered in the report only 
six showed increases in production 
over last year. These were cotton, 
lint, cotton seed, rice, sugar beets, 
pears, and oranges. 

* # # 

Despite the threat to motor 
car production in labor troubles at 
plants of parts and materials sup- 
pliers and the interruption in steel 
making caused by Christmas holi- 
days at the week end, steel ingot 


output is maintaining a volume sel- 
dom equaled at this time of year, 
according to the Dec. 24 issue of 
The Iron Age. Based on a five-day 
week, the rate for the country is 
about 78 per cent and may go higher 
next week, when there will be no 
holiday observance. Although steel 
production is off slightly in some 
districts, the reverse is true in the 
Ohio Valleys, where the rate has 
risen from 80 to 84 per cent. Mean- 
while, a very heavy volume of busi- 
ness in bars, shapes and plates is 
being piled on the almost unprece- 
dented tonnage of other products 
booked in November. Steel com- 
panies whose finishing capacity runs 
largely to the heavier products are 
in some instances booking more ton- 
nage this month than in November. 
* * 

The country’s general indus- 
trial showings continue favorable in 
all directions. Electricity produc- 
tion rose to the highest level in his- 
tory in the week ended Dec. 12, and 
gaining 14.9 per cent over the cor- 
responding 1935 period. In the De- 
cember 12 week there was a less 
than seasonal decline in railroad 
freight traffic. Car loadings totaled 
738,747 cars, a shade under the 
preceding week, but 19.8 per cent 
over the comparable 1935 period, 
and 27.3 per cent over the similar 
1934 week. The latest report on 
bank clearings showed a total for 
22 leading cities of $7.235,888,000, 
an increase over the corresponding 
period of last year of 15.7 per cent. 
With two recent exceptions, such a 
high total has not been reached 
since October, 1931. Business fail- 
ures in the week ended December 
10 fell to 154, from 235 one year 
ago. 

* * * 

The number of unemployed 
workers in the country decreased 3.4 
per cent to 8,673,000 during Octo- 
ber, as reported by the national in- 
dustrial conference board. Employ- 
ment of all types in the United 
States in October totaled 44,100,000 
workers, an increase of 0.8 per cent 
over September, and of 6.3 per 
cent above October, 1935. The 
board estimates that the cost of liv- 
ing for wage earners rose 0.1 per 
cent in November over October, and 
was 2.9 per cent higher than in 
November, 1935. Food prices de- 
clined slightly, but rents, clothing, 
fuel and light, and “sundries” in- 
creased. 
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The Annual Statement 


(Continued from page 26) 


Unless a fixture depreciation, 
Line 39, is charged off every year 
(and a reserve set up) the hard- 
ware dealer will some day wake 
up and discover he has been “giv- 
ing out” his fixtures every year, 
but calling them “profits.” This 
fixture depreciation is just as real 
an expense as any other cost of 
doing business. If ignored, the 
profit is inflated. The amount 
charged off on Line 39 must each 
year be added into the accumu- 
lated depreciation on Line 21. Of 
course, the depreciation on de- 
livery equipment is handled the 
same way. 

When “invoicing” the accounts 
receivable for Line 19, the ac- 


counts considered bad are not 
listed as assets. Their total must 
be charged off on Line 41 as an 
expense, or the accounts will never 
balance. 

All other expense, Line 42, 
should be broken down into many 
separate accounts on the books, 
the number depending on the size 
of the store. Ordinary repairs on 
the fixtures are included here. 
They are not a part of the fixture 
account. Remember that incoming 
freight and express is not an ex- 
pense. It is part of the cost of 
the goods. See Line 5. 

The total expense, Line 43, in- 
cluding the proprietor’s salary, is 
the figure which goes on Line 12. 





All of This Store is a Stage 


(Continued from page 18) 


In the basement, and in ap- 
proximately the same location as 
the model kitchens occupy on the 
main floor, three model bath- 
rooms are shown complete in 
every particular, including vanity 
dressing tables. The three bath- 
rooms are in three different price 
ranges to fit the pocketbooks of 
three different classes of prospects. 
As is the case with the model 
kitchens, the firm is prepared to 
furnish everything needed for the 
modern bathroom from shower 
curtains to bath tubs. 

Even the furnace room adjoin- 
ing the basement is effectively 
used to demonstrate an oil burner 
handled by the company in ac- 
tual operation, while the walls 
are decorated in two shades of 
the cement paint the firm is push- 
ing for refinishing basement walls 
in “rumpus” rooms, etc. 

A large section of the basement 
is devoted to the stove repair de- 
partment, which has developed a 
far-reaching reputation for its 
ability to supply replacement 
parts for stoves, ranges and fur- 
naces. 

Officers and executives of the 
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company are: Robert Gidseg, 
president and treasurer; Benjamin 
S. Nierenberg, general manager; 
Richard Foster, retail sales man- 
ager, J. J. Leonard, manager, 
hardware and house furnishings 
department; Jack Miller, mana- 
ger, stove repair department, and 
Milton Guttenplan, advertising 
manager. 


Sash Pulley Catalog 


No. 1—20 pages—shows complete 
line of Stanley Sash Pulleys made by 
the Pressed Metal division of the com- 
pany. The catalog has been prepared 
for hardware dealers, architects, build- 
ers, and contractors and gives complete 
information, specifications and illustra- 
tion on sash pulleys. The Stanley 
Works, New Britain, Conn. 


Kitchen Tools Catalog 


An attractive loose leaf type catalog 
illustrates in color and describes the 
various kitchen specialties and staples 
in the Easy-Aid line of kitchen tools, 
including: the Bean-x bean stringer 
and slicer; lima bean and pea sheller, 
combination slicers; jar and _ bottle 
opener; kitchen utensils; strainers; pot 
holders, and dish racks. G. N. Cough- 
lan Co., Orange, N. J. 





TURNOVER 
CHAMPIONS 


Coast to Coast selling champions because 
they are first of all QUALITY champions. 
Keep ample stocks always. 


DAZEY De Luxe 
Formerly SPEEDO 
America’s best value in 
can openers. Guaranteed 
for 5 years—built to last 

a lifetime. 


*$1.69 RETAIL 
DAZEY Senior 


Avalue second only to DAZEY 
DeLuxe. Rapidly growing in 
popularity everywhere. 
*$1.39 RETAIL 


DAZEY Junior 

King of lower priced can 

openers. An amazingly dur- 

able and efficient article. 
*69c RETAIL 









DAZEY Speedo 
SUPER JUICER 


= anette efficient 
uicer for lemons, oranges, | * 

small grapefruit. Striking | - . . ri 
appearance. ts more | prices — 
juice easier. Automati- | slightly 
cally strains out seeds | higher west 


ae PST.75 RETAIL — | Seato*kles. 
DAZEY Sharpit 


your Jobber. 
Patented twin wheels 


make skill unnecessary 
for sharpening any 



















*$1.50 RETAIL = 
DAZEY CHURN & MFG. CO. “Si. anne Ave. 
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SIZE - 
MARKED 


SIMPLEX 
PumMP LEATHERS 


Consumers look for the size- 
markings on pump leathers to 
prevent mistakes and avoid de- 
lay. You will please your custom- 
ers and save time and worry 
with Simplex size-marked pump 
leathers. Available in two brands 
—LONG WEAR and STANDARD. 


Ask your jobber or write us for prices. 


SIMPLEX MFG. Co. 
Auburn N. Y. 
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Business Paper Advertising 
—Pro and Con 


By WALTER A. ALLEN 


EDITOR’S NOTE—This article first appeared in Advertising & Selling 
and is reprinted here with the permission of that publication. At the time 
it was written, the author was president of the Federated Sales Service, Bos- 
ton, Mass., which organization provided sales and advertising direction for 
several manufacturers in the hardware field. The survey among wholesale 
hardware buyers and hardware manufacturers’ agents mentioned in this 
article was made in the interest of these manufacturer clients. 


OR the past three years, in 
Fe operation of one of the 

important phases of our bus- 
iness, which has to do with the 
selection of manufacturers’ agents 
(or sales representatives) for our 
manufacturer clients, the question 
of trade publication advertising 
has become an increasingly press- 
ing one. 

On the one hand we have the 
manufacturer who does not be- 
lieve trade publication advertising 
necessary, or thinks that he cannot 
afford it. 

On the other hand we have the 
steadily increasing insistence, from 
more than one source, that trade 
publication advertising is very 
necessary. 

With this problem steadily be- 
coming more acute, we decided 
that it was time we found an au- 
thoritative answer. Many investi- 
gations and research jobs had 
been made along such lines for 
the same purpose, but it seemed 
to us that they were either made 
by people directly and financially 
interested in the use of advertis- 
ing, or answered by people con- 
nected with advertising in some 
way. 

In selecting our source of in- 
formation, we determined to use 
those sources that, while con- 
nected with selling, had no connec- 
tion with advertising—financial or 
otherwise. 

Who could give us the most 
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authoritative answer under the re- 
strictions cited above? We de- 
cided that the active, worthwhile 
manufacturer’s agent could. Our 
reasons for going to the manufac- 
turers’ agents are many; but a 
few will, we believe, justify our 
choice. 

In the first place, the manu- 
facturer’s agent rarely, if ever, has 
anything to do with the advertis- 
ing of the concerns he represents. 
In fact, in most cases he does 
not see it until it appears. There- 
fore, he has no connection or 


* financial interest in the prepara- 


tion or placing of such advertis- 
ing. 


Disinterested Opinion 


In the second place, he is not 
concerned, as is the salaried sales- 
man, with the thought that an 
increase in his pay will be elim- 
inated because of the need of 
more money for advertising. The 
manufacturer’s agent gets a set 
commission and his earnings are 
fixed by his own efforts as trans- 
lated into orders; there could be 
no bias on the score of salary. 

At this point perhaps it would 
be well to give a composite pic- 
ture of the manufacturers’ agent 
about whom we are talking, and 
to whom we went for the answer 
to our problem. 

His age is 46. He has been 


selling as a manufacturer’s agent 


for 15 years. His average yearly 
net earning is around $5,600. 
(Yes, even during the late diffi- 
culties.) 

He has represented his manu- 
facturer accounts for nine years. 
He has been covering his present 
territory for 11 years. He repre- 
sents, as a group, the leading 
manufacturers as well as smaller 
producers in his industry. 

As you may judge, this manu- 
facturer’s agent is a real salesman 
and a pretty solid citizen. He is 
in business for himself and not 
afraid of losing his job. He knows 
his earnings depend on his own 
efforts and that he is an impor- 
tant factor in the distribution of 
manufactured products. He is 
independent, has a mind of his 
own. To be successful he must 
be keenly alert, well posted, and 
up-to-date on all matters affecting 
his earnings. 

But this composite manufac- 
turer’s agent also realizes that he 
must be fair to his customers. He 
knows that he cannot continue to 
sell them unless they, in turn, can 
readily resell to their customers. 
He knows his buyers and he 
knows what effect, among other 
things, trade publication advertis- 
ing has on the buyers whom he 
must sell, 

We selected one thousand such 
agents operating in the hardware 
field, sent them a brief letter ask- 
ing their cooperation. They were 
asked four questions, to which 
32 per cent replied. 

Many wrote letters giving some 
very illuminating facts and side 
lights on this matter of trade 
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STOVE BOLTS 


Full standard heads. Assembled 
with nuts. Uniform threads to in- 
sure free running fit. 


MEET ACCEPTED STANDARDS. 





In addition Corbin manufactures a full 
line of Wood, Lag, Machine Screws. 
Machine Screw Nuts. Cap & Set 


Screws. Semi-finished Nuts. Chain 
and Escutcheon Pins. 


SPECIFY CORBIN 





THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN. 
Warehouses: New York « Chicago : Philadelphia 


THE CORBIN SCREW CORPORATION 











Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where | can find any good 
ones? 

















Certainly! You'll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted” in the Classified Sec- 
tion of HARDWARE AGE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 
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Let’s Consider 
THE CONSUMER! 


They are human—they do shop around. It’s only nat- 
ural for them to seek the most for their money. The 
independent dealer must therefore impress the con- 
sumer with this fact—“that quality merchandise 
offers them more for their money.” This truth, when 
driven home, builds substantial business. Quality 
items survive all price wars, pay better profits to 
dealers and give greater service to consumer. 


oryING eee 


We are helping dealers sell profitable quality items 
by emphasizing the JHconomy of Quality. On 
“CHICAGO” Roller Skates, the patented TRIPLE- 
TREAD, ‘‘TRIPLE-WARE”’ Steel Wheels give 3 
TIMES LONGER LIFE. That’s a fact worth telling 
your customers about. It means more sales—better 
profits and customer satisfaction which spells good- 
will. 


Write for our STORE TRAFFIC PLAN and 
Complete Price Range. 


CHICAGO ROLLER SKATE CO. 





This Wheel 
World’s Greatest Roller Skates for Over 36 Years. Has 3 LIVES 


4456 W. Lake St. Chicago, Ill. 


SATISFACTION 


im Little Things, 
Too, 


@ 
Whether he spends 25¢ or $25 in your 


store, a satisfied customer is worth a lot to 
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you. If you believe in building profitable 
traffic on well chosen “pick-up” items, say 
“JEWEL” when you order flint paper or 
emery cloth. 

Well packaged, fast cutting and long 
wearing, JEWEL Abrasive Papers satisfy 
every customer who buys them. Abrasive 
Products, Inc., South Braintree, Massachu- 


setts. 


ABRASIVE © PRODUCTS | 


ooh 
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publication advertising, and on 
selling in general. 

Our first question was: How 
long have you been operating as 
a manufacturer’s agent? The av- 
erage agent has been active in 
the business for 15 years, we 
learned. 

The second question asked was: 

From your experience as a 
sales representative would you 
say, as an aid to selling a prod- 
uct in the hardware field, that 
advertising in trade magazines 
was—a. Helpful? b. Nec- 
essary? c. Not needed? .... 

57.7 per cent said “Helpful.” 

39.7 per cent said “Necessary.” 

2.6 per cent did not answer this 
question. 

None said “Not needed.” 

63.0 per cent of those indicat- 
ing “helpful” amplified their se- 
lection by such statements as, 
“Buyers feel that any article that 
is good is advertised.” “The buy- 
ers are not interested in unadver- 
tised lines.” “If not advertised 
it is very hard to sell.” 

This would indicate that had 
we left out the world “helpful” 
and instead had said “necessary” 
and “not necessary,” a very large 
percentage of those stating “help- 
ful” would have joined the 40 
per cent who indicated “neces- 
sary.” 

The third question was: 

If you believe trade magazine 
advertising is helpful or necessary 
‘in obtaining a real sales volume, 
how much of an advantage in 
salability has a hardware prod- 
uct so advertised over one not 
advertised? 

We asked for the answer on a 
percentage basis and, of course, 
the percentages varied widely. 

34.5 per cent stated that a prod- 
uct advertised in trade publica- 
tions had the advantage in salabil- 
ity of from three to 45 per cent. 

65.5 per cent gave the advan- 
tage in salability from 50 to 100 
per cent. 

Approximately one - third of 
those replying gave the advantage 
in salability of an advertised 
product over a _non-advertised 
product as “50 per cent.” 

In no case did a manufactur- 
er’s agent indicate, in answer to 
this question, that there was no 
advantage in salability of an ad- 
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vertised product over a _ non- 
advertised product. 

There is no doubt that we have 
a straightforward answer to our 
problem and, in our minds at 
least, the problem is settled. 
Trade publication advertising is 
a necessity, certainly in the hard- 
ware field, which we covered, if 
the manufacturer expects to get 
any real sales volume. 

Keeping in mind the type of 
man who answered our questions 
and that his judgment is based 
on years of selling to keen buyers 
all over this country, let’s look 
at some of his “off the record” 
remarks. 


Some Comments 


From Texas: “In my experience 
as a salesman and a manufactur- 
er’s representative, I have found 
that in order to get results, it is 
absolutely necessary for the man- 
ufacturer to get his product be- 
fore buyers through the medium 
of advertising. . . . Dealers and 
buyers . . . have been educated 
to the fact that goods are adver- 
tised when made right. 
[They] speak of lines not adver- 
tised as ‘orphan’ lines and are 
skeptical in buying them in pref- 
erence to advertised lines. Price 
is no object. The sooner manu- 
facturers realize this, the sooner 
their depression will be over.” 

From North Carolina: “When 
you go up against a competitive 
line that is advertised, you have 
a hard proposition to sell the un- 
advertised line—I know from ex- 





perience. It takes, in my estima- 
tion, a difference in price of at 
least 10 to 15 per cent to secure 
orders, so I think it pays any 
manufacturer to cut some of his 
sales cost by trade advertising.” 

From Seattle: “Regarding the 
prime point of your inquiry, to 
advertise or not to advertise, we 
think there is no question what- 
soever. ... In the course of our 
work since 1926, we have noted 
time and again that a product 
which was supported with trade 
paper advertising took less time 
to introduce, sold better at retail, 
and repeated more often.” 

From the Northwest: “The old 
story of the good mousetrap and 
finding where you are is all right; 
but you’ll be dead when they find 
you, with the speed at which we 
are going today. If you want to 
keep up with the crowd you have 
to push your goods to the front, 
and we know of no better way 
than a good trade magazine as 
everyone reads same, at least the 
up-to-date merchant does. When 
we want a new account we look 
in trade magazines. If the manu- 
facturer does not think enough 
of his goods to let the buyer know 
about them he is asleep. He may 
stay in business in a small way, 
but the progressive manufacturer 
will out-distance him.” 

Manufacturers’ agents engineer 
a large percentage of total sales 
in many industries; their experi- 
ence can well be taken as a guide 
in trade paper advertising. 








The Cox & Fish, Inc., Mt. Kisco, N. Y., hardware store, displays full and 
attractively arranged stock of housefurnishings 
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NEW YEAR 
GREETINGS 


oF ee New Year holds great promise for 


all of us. We look forward to it confidently 
and pledge our friends, old and new, the best 
in products and service. Your loyal support 
in 1936 helped make it the greatest year in 
Cleveland Chain history. Thank you for this 
valued patronage, and may the coming year 
bring you much personal happiness and pros- 


perity. 





THE CLEVELAND CHAIN 
& MFG. CO. 
CLEVELAND, OHIO 











and Associate Companies 


OE es one cinccccccsedassecsscsoecoesesas Cleveland, Ohio 
The Bridgeport Chain & Mfg. Co..............s000-- Bridgeport, Conn. 
Round California Chain Corp. errr So. San Francisco, California 
DEMO GREW BG TUG. Obi. cc cccccccccccccccccccscss Seattle, Washington 








107 47 
60 67 
44 


N O, these figures are not a quarter- 
back’s signal for a trick play. They are 
just an everyday occurrence. They repre- 
sent the number of replies five different 
manufacturers received to their advertise- 
ments for Sales Representatives. These 
advertisements appeared in the Classified 
Section of HARDWARE AGE. 


This response proves that the most 
direct approach to alert Sales Representa- 
tives is via the HARDWARE AGE Clas- 
sified Columns. 

When you require a Sales Representa- 
tive, in any section of the country, adver- 
tise your wants in the Classified Section. 
You will be reasonably certain to find the 
man you want. 


HARDWARE AGE 


Classified Opportunities Department 
239 West 39th St.+ New York, N. Y. 
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STAR @ BRAND 


COPPER RIVETS AND BURS 


Sell the line 
universally recognized 
as the standard! 


Complete in styles and sizes 
Accurate—uniformly high 
in quality 


Sold through Jobbers 


Write today for our new 
catalog, price lists, and 
complete data. 





BLAKE & JOHNSON CO. Est, 1849 


grove nurs “TeRew acme mopocr WATERVILLE — 
ne ees: CONNECTICUT 


by the ready accept- 
7 ance these two products 
. j have won for themselves. The 
.| Electro-Way Vent Fan (re- 
tails at $6.95) fits over chim- 
ney hole, creating a strong 
My vacuum which carries away all 
smoke and steam emanating from 
stove top. The Hydro-Flue Humid- 
ifier (retails at $1.25) fits on back 
of range where the chimney used 
to appear, capturing and _steril- 
izing all oven fumes. Together, 
they do a 100% job of keep- 
ing the kitchen clean and 


comfortable. 
Write for literature 
and dealer’s 
prices 


5 . 
WARD vac C 107 E. MILWAUKEE 
. 0 s DETROIT, MICH. 


ESTABLISHED 
SALES AGENTS 


Want One or Two 
Additional Products 


As successful, established manufacturers’ agents, we 
now contact jobbers, department stores, syndicates 
and other sales outlets over entire country east of 
Rockies. Write, giving details, to either address: 


THE HOUSE OF CRANE 


Indianapolis, Ind. 
New York Office—500 Fifth Ave. 
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TROWBRIDGE 


GRAFTING -WAX 


GRAFTING WA 





The leading hand or brush wax for graftirg and 
after trimming of all fruit, ornamental trees, shrubs 
and vines. This been one of the fastest sell- 
ing side-lines since 1850. Put up in convenient 
1 lb., % Ib. and % Ib. shelf display packages. A 
PROFITABLE SELLER WITH A READY MARKET. 


Mfd. By 
WALTER E. CLARK & SON 
Milford Box 10 Conn. 


COOKS4Z CM NA/L 
CLIPPERS 


The “Ansonia” 


Good looking, thoroughly 
dependable clipper re 
tailing at 10¢! Smartly 
designed counter card 
comes loaded with 12, 
and sells them. At your 
jobber’s. Catalog price 
sheet on request. 


The H. C. Cook Co. 


Ansonia, Conn. 
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The Original 
“HORSESHOE MAGNET” 
HAMMERS 
Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 


satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
596 Atlantic Ave., Beston, Mase. 


BY THE 
SPOOL 


The same high 














(Acid - Core) 
solder that is 
offered in the 
popular 18 cent 






househo a 
age is available in |, 
5 and 20 Ib. spools. At 


your jobbers. 
os 7 
“lamer cal 
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line of “soft” hammers, mallets, 
mauls, all sizes. Write for circular. 


Chicago Rawhide Mfg. Co. 


















Save that old hose with a “Surelock” 
Coupler, the superior hose repairer. 
Easy to apply. Guaranteed will never 


pull apart. 
Manufactured by 
Surelock Lawn Hose Coupler Co. 
Klopp ee and ae Sts. 














Dennis Manufactures Weather 


(Continued from page 19) 


The company has huge shops in 
which to lay out and build ducts, 
and a large fleet of trucks to carry 
them to the job. The men in this 
department are trained, skilled 
and experienced in heating and 
ventilating problems and _ their 
solution. They are able to pre- 
sent information, which is helpful 
in the selection and installation 
of such equipment, and can suc- 
cessfully carry through such jobs 
as are entrusted to them. 

The personnel is posted on 
specific heats, transfer of heat by 
conduction and conversion and 
radiation, measurement of tem- 
peratures, change of state, etc. 
Well posted, too, on facts pertain- 
ing to controlling the pressure, 
temperature and flow of steam, 
liquids and gases. 

An interesting job, that the firm 
participated in, was the complete 
air conditioning system, that the 
F. W. Woolworth Company, De- 
catur, IIl., had installed, whereby 
the air is washed and cooled in 
Summer; warmed and washed in 
Winter. 

The system is of sufficient ca- 
pacity to cool the first floor con- 
ditioned space to an average tem- 
perature not exceeding 80 degrees 
in weather having a dry bulb tem- 
perature of 95 degrees F. and a 
wet bulb temperature of 75 de- 
grees F. 

The system maintains a relative 
humidity of approximately 50% 
in the conditioned space, when the 
maximum wet bulb temperature 
of the outside air entering the sys- 
tem, does not exceed 75 degrees F. 

The supply duct work, such as 
the Dennis firm specializes in, ex- 
tends along both sides of the wall, 
up through the roof and connects 
to an exposed duct on the roof, 
which is thoroughly insulated and 
water-proofed. A small duct run 
extends from the end of the north 
wall supply system to the girls’ 
rest room in the basement. 

Some idea of the magnitude of 
the task, assigned to the hardware 
firm, can be gleaned from the fact 
that the store is 142 ft. long x 36 
ft. wide, and has a 14 ft. ceiling 
height. 

Business was to go on as usual 


at Woolworth’s. This meant that 
Dennis & Son must make the ducts 
in its shops, take them to the store, 
and put them in place during the 
night. 

The Dennis workmen had to 
carefully protect goods displayed 
in the store, by covering them up 
every night, and in the morning, 
clean up the store for the day’s 
business. 

Dennis & Son were three weeks 
putting in the duct work, and gave 
the 5 and 10 cent store a bang-up 
job, cooperating in every way and 
reducing confusion to a minimum. 
All this is mentioned so that hard- 
ware merchants who are contem- 
plating entering the air condition- 
ing field, may get a better idea 
of what confronts them. 

“Going back to my previous 
statement about a sound sales 
policy,” said Mr. Dennis. “Profits 
result only from sales. Conse- 
quently, one must find buyers. 
The Woolworth job was discussed, 
planned and finally contracted for 
in the Woolworth executive offices 
in New York City. 

“The Field & Shorb Company, 
Decatur, IIl., wholesale plumbing 
supply dealers, refrigeration ex- 
perts and dealers in heating and 
industrial supplies, were awarded 
the air conditioning contract. They 
in turn, sub-let the duct work to 
us. 


Requires Follow Up 


“But it is not always as simple 
as this,” continued Mr. Dennis. 
“Usually, we land air condition- 
ing work as a result of following 
up information given to us by 
certain contacts we have, or 
through our sales policy of get- 
ting leads from press notices, 
building permits, Chamber of 
Commerce announcements, etc. 
Other work of this character is 
secured as a result of personal 
tips from satisfied customers. 

“As soon as we learn that there 
is an air conditioning job in the 
offing, we get busy and verify the 
situation. When fully satisfied 
that the job is going through, we 
consult Field & Shorb, with whom 
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we cooperate in this territory. 
They in turn trace down the mat- 
ter and pass the word along to 
their own connections. 

“The latter, if convinced that 
all is well, and there is business 
to be garnered, sends a trained 
engineer (air conditioning) into 
the territory to make accurate sur- 
veys and shape a system to meet 
the individual needs of the pros- 
pect. 

“Should the deal go through, 
we are called in to figure on the 
duct work, or given the contract 
for it, which is in truth, practicing 
real reciprocity, considering that 
Dennis & Son ferreted out the 
original information and passed 
it along to those with whom we 
work. 

“Obviously, we cannot give out 
actual profit figures, but they are 
of sufficient proportions, and at- 
tractive enough to warrant our 
best selling efforts to landing or- 
ders for such work, then carrying 
through to a successful conclusion. 


Can’t Wait In Store 


“Nowadays, the hardware mer- 
chant cannot shut himself in his 
store and confine his efforts 
simply to selling items found in 
hardware establishments.’ He must 
make his line as diversified as 
possible. 

“That’s why some hardware 
dealers have a furniture depart- 
ment; others an undertaking busi- 
ness; still others are found con- 
ducting a plumbing business on 
the side. In some instances, hard- 
ware dealers are handling all 
three lines, or perhaps something 
entirely different. 

“In the case of Dennis & Son, 
we are not equipped to handle 
furniture or carry on a funeral 
director’s duties; neither do we 
wish to do a plumbing business. 
We are, however, ably qualified 
to handle the duct work in con- 
nection with air conditioning sys- 
tems, and our forte for a side line 
lies in that direction; hence we 
are in the field with both feet. 

“We are finding that it ups vol- 
ume, keeps our help busier and 
swells profits. All this justifies 
our entrance into the field. 

“We carry a full supply of elec- 
trical goods, in fact, most every- 
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thing needed to complete elec- 
trical installations, but we do not 
consider this as equipment with 
which to engage in the air condi- 
tioning field as a whole. 

“We prefer to compete in the 
duct angle only, and thereby make 
surer of getting such jobs. If we 
were to compete with others on 
the electrical work, we would 
jeopardize our chances for get- 
ting more of this type of business, 
and in many instances, might 
close the door to sales. 

Conditioning of air is very im- 
portant in the fitting rooms of 


clothing shops, dress and fur es- 
tablishments, shoe stores, etc., es- 
pecially during hot and oppressive 
days. 

And as more stores, offices, 
theatres, studios, hotels, etc., see 
the great advantages derived by 
those who are now employing air 
conditioning and air cooling, 
they will also install systems. 

Consequently, there is a real 
opportunity for the properly 
equipped hardware merchant to 
step in and get his share of the 
profits to be garnered in the man- 
ufactured weather field. 

















A New Invention—the most 
radical improvement in mops 
in almost a quarter of a century. 
Combines SEVEN distinct 
advantages no other mop can 
offer at any price and multiplies 
many times the /flexibility— 
ease—and speed. 


Here’s an invention so novel, 


HERE'S YOUR CHANCE TO SEE ve 


YOU CAN HAVE A 


so useful to women that your 
customers recognize its value at 
a glance. It’s going to make his- 


tory in mop sales, mop profits. 


Smart merchandise men will 
take the few minutes necessary 
to come to our room and see for 
themselves the increased prof- 
its offered by this invention. 
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Here are 25 More Answers to the Question: 


“WHO MAKES 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. When writing to 
the firms mentioned, state that you saw the product 
listed in Hardware Age “Who Makes It?” section or 


buyers. 


issue. 


Ridgewood, N. J.: Who makes 
Alumaweld?—Ridgewood Hardware 
Co., Inc. 

ANSWER: Alumaweld Co. of 
America, 2440 S. Parkway, Chicago, 
Til. 


* * * 


Lenox, Mass.: Provide the name 
and address of the manufacturers 
of Hobson brand _files—Maskell- 
Broderick Co., Inc. 

ANSWER: Nicholson File Co., 
Providence, R. I. 


x * *& 


Sumter, S. C.: Advise who makes 
the Hazel No. 1-82 Heater.—W. B. 
Burns & Sons. 


ANSWER: Rome Stove & Range 
Co., Rome, Ga. 


* * * 


Fort Worth, Tex.: Who makes 
heater wicks for the Capitol oil 
heater No. 7?—E. Weinstein & 
Sons. 


ANSWER: The Raybestos Div. of 
Raybestos Manhattan, Inc., Bridge- 
port, Conn. 


* * * 


Springfield, Ill.: Who is the maker 
of the Taxi Cab Junior coaster 
wagon ?—Alvin Krell Co. 


ANSWER: Garton Toy Co., Wis- 


68 


consin Ave. and llth St., Sheboy- 


gan, Wis. 
* # @ 


Philadelphia, Pa.: Where can we 
obtain some burling irons, such as 
are used in cloth mills?—Supplee- 


Biddle Hardware Co. 

ANSWER: Ed. Parkinson Mfg. 
Co., 308 Dexter St., Providence, 
R. 3. 


* & *% 


Plattsburg, N. Y.: Provide the ad- 
dress of the O. C. Keckley Co., 
manufacturers of flood lighting 
equipment.—M. P. Myers & Co., Inc. 


ANSWER: O. C. Keckley Co., 
567 Washington Blvd., Chicago, Ill. 


. | & 


Spring Valley, N. Y.: Who manu- 
factures ornamental concrete forms? 
—Kaplowitz & Alpert, Inc. 


ANSWER: Besser Mfg. Co., Al- 


pena, Mich., and W. E. Dunn Mfg. 
Co., Holland, Mich. 


* * * 


Cuthbert, Ga.: What is the ad- 
dress of the Wheary Trunk Co., 
manufacturers of trunks, suit cases 
and hat boxes?—John D. Gunn & 


Sons. 


ANSWER: Racine, Wis. 


S. Pasadena. Calif.: Who makes 
Goddard silver p«tish?—Line Hard- 
ware Co. 

ANSWER: Wm. J. Gasser, 273 
Water St., New York City. 


* + 


Wenatchee, Wash.: Advise who 
makes Bonney welding flanges.— 
Wells & Wade, Inc. 


ANSWER: Bonney Forge’& Tool 
Works, Allentown, Pa. 


+ + * 


Cambridge, Mass.: Who makes 
Speednut wrenches?—Russell R. 
Cameron. 

ANSWER: Chicago Mfg. & Dis- 
tributing Co., 1958 W. 46th St., Chi- 
cago, Ill. 


Asbury Park, N. J.: What is the 
address of Bredenberg Bros., Inc., 
manufacturers of skis? — Lazarow 
Bros. 


ANSWER: Bredenberg Bros., Inc., 
Champlain, N. Y. 


* * * 
Cleveland, Ohio: What company 


manufactures Trojan brand glass 
cutters?—Phil Zipkin Sales Co. 


ANSWER: Glaziers Tool Mfg. 
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The “Who Makes It’’ issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Co., 551 W. Monroe St., Chicago, 
Ill. ‘ 


* * 


Panama City, Fla.: Provide name 
of the maker of Acme harrows.— 
Fisher-Stinson-Hardware Co. 


ANSWER: Nash Acme Harrow 
Co., Leonardsville, N. Y. 


* * * 


Holyoke, Mass.: Who makes the 
Kitchen Aid electric mixing ma- 
chine?—J. Russell & Co., Inc. 


ANSWER: Kitchen Aid Mfg. Co., 
Troy, Ohio. 


* * * 


Big Spring Hardware Co.: What 
is the address of the Buck Stove 
Co., Inc.?—Big Spring Hardware 
Co. 


ANSWER: This company is no 
longer in business. 


* * * 
Pelham, N. Y.: Advise who makes 


the E Z Cornpopper.—Wise Hard- 
ware Co., Inc. 


ANSWER: O. S. Keene Machine 
Co., Elkhart, Ind. 
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New Londen, Conn.: Who makes 
coin counting machines?—Gruskin 
Hardware Co. 


ANSWER: Abbott Coin Counter 
Co., Wales Ave. and 143rd St., New 
York City; Automatic Coin Wrap- 
ping Machine Corp., 37 E. 18th St., 
New York City; and Klopp Engi- 
neering, 17185 Ryan Rd., Detroit, 
Mich. a Oe 

Ardmore, Okla.: Who makes elec- 
tric tea kettles?—New State Hard- 
ware Co. 


ANSWER: Brannon, Inc., 14307 
Third Ave., Detroit, Mich.; Landers, 
Frary & Clark, New Britain, Conn.; 
Metal Ware Corp., Two Rivers, Wis. 
(whistling), and West Bend Alum- 
inum Co., West Bend, Wis. (whist- 
ling). «ss 

Croswell, Mich.: Where can we 
purchase a Sitz bath tub?—Straffon 
Hardware Co. 

ANSWER: Kohler Co., Kohler, 
Wis.; Union Sanitary Works, 
Noblesville, Ind., and Standard 
Sanitary Mfg. Co., Pittsburgh, Pa. 

* * * 
Bedford, Pa.: Who makes a small 


portable electric washing machine 


known as the _ Sterro?—Metzger 


Supply Co. 

ANSWER: Vidrio Products Co., 

3920 Calumet Ave., Chicago, III. 
* * * 

Havre, Mont.: Who makes saw 
filing outfits?—Jestrab Hardware 
Ce. 

ANSWER: Foley Mfg. Co., 1 
Main &t., N. E., Minneapolis, Minn. 
* * * 

Emporia, Va.: Who makes the 
double barreled shot gun bearing 
the trade name U. S. Arms Co.?— 
W. T. Tillar Co. * 

ANSWER: This is a special brand 
of the Supplee-Biddle Hardware Co., 
Philadelphia, Pa. 

* *% * 

Mayaguez, Porto Rico: Furnish 
name and address of the manufac- 
turer of Drapewell curtain hold- 
backs.—Porto Rico Hardware Co. 

ANSWER: Kenney Mfg. Co., 609 
Wellington Ave., Cranston, R. I. 

* * * 

Tuscaloosa, Ala.: Who imports 
English china made by W. H. 
Grindley ?—Sewell Hardware Co. 


ANSWER: Wn. S. Pitcairn Corp., 
104 Fifth Ave., New York City. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini. 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word............ 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word...........- -06 


Allow Seven Words for Keyed Address 
Boxed Display Rates 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


¢ CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the rate, these discounts do 
net apply on Positions Wanted Advertise- 
— 


REMITTANCE MUST * ACCOMPANY ORDER 
Send check or money order, 
not currency. 
-_~eo-— 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 
previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address Re <n 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








HELP WANTED 


SALES REPRESENTATIVES WANTED 





SALES REPRESENTATIVES WANTED 








MAN TO ACT AS MANAGER in High-Class 
Hardware and Housefurnishing Store located 
thirty-five minutes from New York. Must know 
how to trim windows and possess executive ability 
and not afraid of work. Give full particulars as 
to age, experience, salary, etc., for the past seven 
years. Address Box C-376. care of ARDWARE 
Ace, 239 W. 39th St., N. Y. City. 








BUSINESS OPPORTUNITIES 


uy 
t 





FOR SALE: SMALL, GOOD QUALITY 
Stock of hardware; business discontinued because 
of ill health. Reduced prices. Address Box 94, 
Marne, Iowa. 


WILL BUY HARDWARE BUSINESS 
WITHIN 100 miles of New York City or part- 
nership in successful concern. In early forties, 
active, progressive. Finest references furnished 
and required. Address Box C-372, care of Ilagv- 
ware Ace, 239 W. 39th St., N. Y. City. 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


HARDWARE MAN SEEKS LARGE STORE 
with small amount of stock; if you are contemplat- 
ing retiring, due to old age, illness, or want to 
make a change, I should like to hear from ou; 
city or county within 50 miles of New York City. 
Address Box ba care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


MERCHANDISE WANTED—WE ARE IN 
the market to purchase for cash your surplus or 
obsolete hardware such as Bolts, Nuts, Tews, 
Cotter Pins, Washers, Files, Drills, Reamers, 
Hack Saw Blades, Tools and General Hardware. 
Send us your lists and turn this merchandise 
into cash. Wholesale Outlet, 502 West 34th 
Street, New York City. 























SALES REPRESENTATIVES WANTED 








WANTED: AGENT CALLING ON HARD- 
WARE Stores in Connecticut and New England 
states to sell a high-class article. Address Box 
C-374, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


SALESMAN CALLING ON WHOLESALE 
HARDWARE trade to handle a new permanent 
lawn hose repairer as side line. Good proposition 
for specialty salesman or manufacturers’ agents 
Strictly commission proposition. See display ad 
this issue. Address—Surelock Lawn Hose Coupler 
Company, Klopp Bldg., 10th and Douglas Streets, 
Omaha, Nebraska. 


SALESMEN FOR NATIONALLY KNOWN 
LINE of builders’ hardware. Territories open 
—Ohio, Indiana, Michigan, Kentucky, West_Vir- 
ginia, Virginia, North and South Carolina. Must 
be well established with trade. Exclusive terri- 
tory. Give references, lines handled, exact terri- 
tory covered. Replies confidential. Address Box 
ore. ase of Harpware Ace, 239 W. 39th St., 
N. Y. City. 








70 








EXCEPTIONAL OPPORTUNITY 


FOR 
SALES REPRESENTATIVES 
Salesmen wanted acquainted with 


Hardware, Paint or Mill Supply Jobbers 
to sell paint for a nationally known 
manufacturer. Our proposition is new, 
revolutionary and enables the jobber to 
make more profit than heretofore. 

We are interested in getting a man who 
is thoroughly grounded in handling of 
jobbers, in soliciting jobber business and 
who is also capable of helping jobbers to 
build volume on his line, by working 
himself and with jobber’s men. 

If you feel you can qualify, write, giv- 
ing all details about yourself and your 
experience, with references. 
COMPENSATION—Salary and Bonus. 
Earnings will be governed only by 
salesman’s own ability. 

Previous paint experience not necessary. 
Opening for salesmen in several terri- 


tories. 
Address 


VITA-VAR CORPORATION 
46 Albert Ave., Newark, N. J. 


REPRESENTATIVES WHO CAN SELL 
LOCKS to the Wholesale and Retail trade in_the 
South. Give complete information. Address Box 





C-371, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 
SALESMAN CALLING ON_HARDWARE, 


SPORTING Goods Jobbers, also Hardware Chain 
Stores East and West, to carry a small side line 
of key and watch chains, etc., on commission. 
Address Box C-375, care of Harpware Ace, 239 
W. 39th St., N. Y: City. 

















TO SALESMAN 

now calling on 
HARDWARE, VARIETY AND GENERAL STORES, 
we offer a good staple side line of 10¢ 
and 25¢ paints on commission basis. 
Write, advising territory covered. 


Address Box C-351, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City. 











SALESMEN, WITH ESTABLISHED 
TRADE SELLING direct to hardware stores, if 
you want hot item for side line, one selling from 
coast to coast, write us. nless you have estab- 
lished trade do not reply. Give all details, terri- 
tory you cover, lines you have, how long you have 
covered territory. . 7a Products Co., 
125 "Nest 33rd St., N. Y. City. 





SALESMAN WANTED TO HANDLE AS 
sideline complete line of infants’ toilet training 
seats. ¢ commission from original and r t 
orders should more than pay your entire traveling 
expenses. State territory covered, items you now 
sell, etc. The territory is exclusive and we are 
particular. Address—The WeeWee Toilet Seat 
Company, Woodside, Long Island, N. Y. 


, OCTOBER 


MICHIGAN. 


SALES ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVES 
now representing two prominent eastern cut- 
lery manufacturers, with mail order, chain 
store, jobber, department store following, 
desire one additional line for Illinois, Wis- 
consin, Southern Michigan and Northern In- 
diana. Stockroom facilities at Chicago. Best 
references. 

Address Box C-369, care of pagewAns AGE, 
239 W. 39th Street, N. Y. City. 




















EXPERIENCED MANUFACTURERS’ REP- 
RESENTATIVE CAN DO justice to a couple of 
ood lines in the Metropolitan District of New 
York Address Box Cm. care of HarpWarE 


i 239 W. 39th St., N. Y. City. 





HICKORY TOOL HANDLE LINE WANTED 
by manufacturer’s agent selling the hardware 
trade in Ohio for the past 15 years, correspor 
dence invited from manufacturers intere: in 
getting distribution in this state on a commission 
basis. Address Box C-365, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S REPRESENTATIVE 
COVERING THE PACIFIC Northwest can give 
excellent attention to another line. Interested 
only in quality line of known manufacturer. Best 
of references. Correspondence invited. Address 
Box C-361, care of Harpware Ace, 239 W. 39th 
a. Y. City. 





MANUFACTURER AND IMPORTER 
HIGH-QUALITY line of Manila rope, binder 
twine, barb wire and nails desires active salesmen 
to sell dealer trade. Exclusive territory; straight 
commission basis. Excellent opportunity for well- 


qualified men. No objection side lines. Apply 
giving full particulars. Address Box C-379, care 
of Harpware Ace, 239 W. 39th St., N. Y. 


ity. 





ESTABLISHED MANUFACTURERS’ 
AGENT INVITES CORRESPONDENCE REL- 
ATIVE TO ONE 


re 
UTHERN ILLINOIS, SOUTHERN 
NA AND KENTUCKY. ADDRESS 
BOX C-373, CARE —_— AGE, 239 


W. 39TH ST., N. 


HARDWARE AGE 

















POSITIONS WANTFD 





POSITIONS WANTED 





POSITIONS WANTED 








Hardware Personnel 


Our files contain applications of several hundred ex. 
amg ww and well-trained employees in the hard 


no CHARGE ba surLevens FOR THIS 
M seid PCBS aA 


elbcat ‘vise 7-1802, 1803 rt 








AVAILABLE JANUARY FIRST—<an omen 
sales executive of demonstrated ability, wide 


SALESMAN SEEKING OUTSTANDING 
ITEMS that could be sold in quantities in Ohio 
and Michigan to the chain stores, furniture, de- 
partment and wholesale and retail hardware trade. 
Had twelve years’ experience calling on above 
trade. Address Box C-366, care of HarpWARE 
AcE, 239 W. 39th St., N. Y. City. 





HARDWARE MAN, 48 YEARS OF AGE, 
very active, with 25 years’ experience on shelf 
and builders’ hardware, factory, contractors’ and 
painters’ supplies. Capable of buying and store 
management. Can furnish any amount of se- 
curity and reference. Free to go anywhere. Ad- 
dress W. Moller, R. D. 3, Lakewood, N. J 





perience, sound well-balan 
and mental vigor, alert, resourceful, adaptable a 
of pleasing personality with unassailable character 
and credentials is seeking a new association on ac- 
count of — retirement from business. Is 
ell d by experience and perform- 
amin er heavy ility. Personal 
fngocviews are sought with interested manufacturers. 
Address Box C-362, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City. 














FINANCIAL EXECUTIVE, CREDITS, COL- 
LECTIONS, ORGANIZATION, legal, admitted 
to the bar. Knowledge of accounting. Manufac- 
turing automotive furniture preferred. Thor- 
oughly trained executive. Excellent references. 
Address Box C-355, care of Harpware AGE, 239 
W. 39th St, N. Y. City. 





[Oe 


SALESMAN FIFTEEN YEARS COVERING 
New England can place your product before 
every possible prospect in six_hundred cities and 
towns inexpensively and _ effectively. Address 
F. M. Jordan, 97 Wall Street, Norwalk, Conn. 


HARDWARE MAN, 45 YEARS OF age, 
with 20 years’ experience in Shelf and Builders’ 
Hardware, Painters, Contractors, Auto and Fac- 
tory Supplies. Understand locksmith and door 
check repairing. Best of references. Free to 
go anywhere. Address E. Raub, 111 Clarkson 
Ave., Brooklyn, N. Y. Phone Bushwick 2-0166. 


STORE MANAGER, CAPABLE AND EX. 
PERIENCED buying and_ selling hardware, 
paints and all allied lines; also — dressing, 
sign lettering and advertising. Will take 
manent or part time position. Address Box 
Cre oe of Harpware Ace, 239 W. 39th St., 

ity 











SALESMAN, EXPERIENCED, DESIRES TO 
REPRESENT manufacturer in Philadelphia 4 
trict, Eastern Pennsylvania and Maryland, - 
ern New Jersey and Delaware calling on industrial 
plants, jobbers, contractors and large dealers. Have 
represented present company for eight years. Ad- 
— C. Bush, 1600 Arch Street, Philadel- 
phia, Pa. 





BUILDERS’ HARDWARE MAN SPECIAL- 
IZING IN detail work i in connection with contract 
jobs. Twelve years’ experience in same capacity 
with a leading manufacturer. Thorough knowl- 
edge of plan reading, take-offs, preparing sched- 
ules, master key and template work. Finest of 
credentials. Seeks an opportunity with a manu- 
facturer or large wholesaler. alary secondary 
to opportunity. Single and can locate an here. 
Now in East. Know all lines although Russwin 
is preferred. Address Box C-358, care of Harp- 
waRE AGeE, 239 W. 39th St., N. Y. City. 





HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secondary. Free to go anywhere. Middle 
West or South preferred. Address Box C-242, 
care of Harpware AGE, 239 W. 39th St., N. Y: 
City. 


A WELL-QUALIFIED WHOLESALE HARD- 
WARE office man seeks position. Twelve years 
with prominent eastern jobber, and for two years 
previous with marine hardware distributor. Effi- 
cient systematizer; thoroughly trained and expe- 
rienced in pricing, billing, quotations, phone orders, 
price service, and inside sales work and promo- 
tional details. Age 32. Location no factor. Ad- 
dress Box C-349, care of Harpware AcE, 239 W. 
39th St., N. Y. City. 


EXPERIENCED HARDWARE MAN 
WISHES TO SELL for a live manufacturer, 
either hardware or auto accessories or paint. Pre- 
fer the states of Ohio, West Virginia, Michigan 
and Western Pennsylvania. Am acquainted per- 
sonally with all jobbers and large retailers. Posi- 
tion must carry small drawing account against 
commissions. Plenty of good references. Address 
Box C-378, care of Harpware Ace, 239 W. 39th 
a, . Y., Coy. 


POSITION WANTED, AS SALESMAN, 
forty-two years of age, thoroughly experienced in 
hardware and mill supplies, particularly mechanics’ 
tools. Twenty years as traveling salesman in 
New York State, Pennsylvania, West Virginia, 
Michigau, Indiana and Ohio, calling on wholesale 
and large retail hardware, mill supply and auto 
accessory trade; also large manufacturers. Now 
employed but available on short notice. In excel- 
lent health and free to go anywhere. Excellent 
references. Commission with drawing acceunt or 
salary. Write for details or — interview, 
Address Box C-352, care ro Dware AcE, 239 
W. 39th St., N. Y. City 
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STOP—READ—-and ADVERTISE! 


Just as this ad. arrested your attention, so will a 
Classified Ad. in Hardware Age arrest the attention 
of the “CLASS” you desire to reach. That is why 


those in the Hardware trade 


Use the “Classified Section” of Hardware Age 


to reach Hardware Manufacturers, Manufacturers’ Agents, Jobbers, Job- 
bers’ Salesmen, Retailers and Retail Salesmen. But Hardware Age does 
more than REACH these classes—it secures RESULTS for its advertisers. 
That is why we stopped you long enough to read this ad. and tell you that 
your copy, with remittance, must reach us at least thirteen days before 


publication to insure insertion in the “Classified Section”. 


239 West 39th Street 





DECEMBER 31, 1936 


It’s up to you. 


HARDWARE AGE 


Classified Opportunities Dept. 


A.B.C. 


(A Chilton Publication) 


— Charter Member — 


New York, N. Y. 
A.B.P. Ine. 
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Actual size of sheets 934 by 12 inches 
over all; writing area 8/7, x I1l2 
inches. Sheets printed on both sides, 
with 28 entry lines on each side. 
Price $1.25 for 200 sheets (400 pages). 





Simplify Your Stock Taking with the 
CONDENSED HARDWARE AGE INVENTORY FORM 


To make your annual inventory taking an 
easier, surer job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1.25, which includes postage. As these sheets 
are printed on both sides, this means you really 
get 400 pages of inventory record sheets. Each 
page has room for 28 items. Your $1.25 invest- 
ment provides inventory space for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 


it's even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 








ecenaqecnanaccnsancscesenenceses UO THIS COUPON..........2....2cccnccccencceeccce 


HARDWARE AGE, 
239 West 39th Street, New York, N. Y. 
Gentlemen: 


Please send me hundred HARDWARE AGE Inventory Sheets (200 for $1.25, which 


includes postage). Also send me ........... Binders (50c each). Send these to me by return mail. 
sed ao is coke Sealers wage e A tes ase Cae ASS NTS 2 5) faces vasdi thiaiogd etek ateanrk Sot oe eich 
ME 8 irs Hic eas, Ce NFee da Obie hae e and oR aE Oa See ee er eet re bre fen orem EE ee 
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VAUGHAN’S Famous line of new Catalin 


handle utility items is selling 
fast now. All metal parts are heavily nickel plated. 
Each item guaranteed. Red and Green Catalin Handles. 
Send for Prices and Details on this Complete Line. 


VAUGHAN NOVELTY MFG. CO., INC. 


3211-25 CARROLL AVE. CHICAGO, ILL., U.S.A. 








“COLORTOPS HELP 
SELL THEMSELVES" 


says a Philadelphia Dealer: 
"Sales have increased consid- 
erably since | am displaying 
Colortops on my counter."’ 
That's only natural. Customers see and 
appreciate the extra value of 
indicator 


COLOR as a ratin 
SHOCK and VENT-PROOF top 
CADMIUM PLATED metal parts 


and other PLUS VALUES found only in 
COLORTOPS. 
FASTER SALES MEAN GREATER PROFITS 
Ask your Jobber Salesman for 
COLORTOPS 


TRICO FUSE MFG. CO. 


MILWAUKEE, WIS., U.S.A. 





To completely satisty your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 








Genuine NOMES ¥ SILENCE 


SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40% SET-10¢SET- 10% SET SAVE FURNITURE 
= | a= & FLOORS-CREATE QUIET 


















a Look for words DOMES of SILENCE” 
TO ur) INSULATED-NOISELESS FOR TILE 
SE CEMENT OR MARBLE FLOORS IN 







ATH ROOMS, RESTAURANTS, ETC. 

LARGE SIZE FOR METAL & WOOD BEDS 

LARGE CHAIRS & ALL FURNITURE.. 
Ask your Jobber— 

If he is not supplied, write to 





| YOUR CUSTOMERS DO! 
all 








LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 


 éads white Beal 


O. K. 

















THIS NEW ALL-METAL 
REVOLVING DISPLAY 


CABINET 


A display of Moore Push- 
Pins, glass and aluminum 
heads, and pushless hangers, 
will ring up many an extra dime 
on your cash register. 

A new revolving display cabinet is 
given free with an order for 72 
assorted window front packets. 
Start today to increase your pro- 
fits ... order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 





































i] The items below are 
all big sellers: 
SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 


National | 
HARDWARE 


MEETS all the specifications of ORNAMENTAL HINGES 


SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTSSE BUTTS 


CUPBOARD TURNS 
SASH LOCKS 


exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 
A catalog presenting the facts 
awaits your request. 


SASH LIFTS 





National Manufacturing Co. 














STERLING *- ILLINOIS 











DOMES of SILENCE, inc., 35 Pearl St.,N. Y. C. 
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Silver Lake Sash Cord 
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RED EDGE 
SCREEN CLOTH 
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the Red Elige 


It looks different and it is different! That's why 
Red Edge Screen Cloth sells quicker and easier. 
That red enamel edge instantly catches the 
customer's eye . . . creates his interested atten- 
tion . . . gives you a natural opening to tell 
him—"‘that enameled red edge means double 
protection. It retards rusting . . . at the point 
where moisture collects . . . under the nailing 
strip. It guards against wires pulling out along 
the selvage. It reinforces the firm, heavy body 
of the screen. Red Edue is a better screen... 
made of better wire . . . better woven, better 
finished, better inspected. Its square, even 
mesh keeps out small insects as well as flies.” 

A salel A profit! . . . for you. 

The next time that customer needs screen 
cloth the red edge positively identifies for 
him the screen cloth of double protection and 
double satisfaction. And it just as positively 
identifies you as the dealer who sells it. 


Another sale! Another profit! . . . for you. 





WRITE FOR SALES HELPS 
AND PRICES 


Sold to and 
Distributed by 
Recognized Jobbers Only 


BRANDS 


Sun-Red Edge AluminA 
(electro-plated with zinc) 
Sun-Red Edge Black 
(painted) 

Sun-Red Edge Bronze 


SUNS NEL 


SEAN 





Reg. U.S. Pat. Of. 















REELS WITH BALL BEARINGS 


SMOOTH ACTEON 
Fishermen QU IET RUNNIN G Fishermen 
vio 7 LONGER LIFE ta 
PERFECTION ITSELF” 





Shapleigh National Series No. 2002. 
HARDWARE AGE 








